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’ Marine Transportation Companies use the J 
| greatest care in buying Rope. That's why so 
f) many use Columbian. 


Give your customers the benefit of this same 
selection—furnish them Columbian Rope. 





All fibres in Columbian Rope are waterproofed Taking a hawser aboard one of the new Moran Towing & Transpor- 
and lubricated separately to seal them against tation Company's tugs. All are.Columbian equipped. 
decay. And these waterproofed, lubricated 

fibres make the most flexible rope on the market. 

This has been proved by actual test. All 

Columbian rope is easy to handle—even when COLUMBIAN ROPE COMPANY 

wet. It is made to withstand all weather condi- 

tions and take plenty of hard ‘wear and tear.” Auburn “The Cordage City,’’ N. Y. 


oo, COLUMBIAN 


0 
every Step Tane-Marhed, Pure Manila ROPE 
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1—SWINGING SAM- 
PLER, holds 100 brush- 
es from 3-Point Line. 


2—COUNTER SAM- 
PLER, holds 67 brush- 
es from 3-Point Line. 


| 3—VARIETY VEND- 
ERS, in eight different 
groupings from 3- 
| Point Line. 








Wooster Brusnes 

























THE TRADE TOLD US WHICH SOLD FASTEST 
WE OFFER THEM TO YOU IN ONE PACKAGE 


That’s the A BC of Wooster’s 3-Point Merchandising 
System! Twenty-six brushes which set new sales records 
from coast to coast incorporated in a condensed line to 
answer all average requirements. Your brush depart- 
ment in one compact unit, your entire stock out where 
it can be seen and sold. Are you fed up on finding 
dead numbers at inventory time? Determined to be 
in the black instead of the red on brushes this year? 
Then have your jobber salesman explain Wooster’s plan. 
It’s one easy lesson in how to make money on brushes! 


THE 3-POINT MERCHANDISING SYSTEM 


for selling 


WOOSTER « es BRUSHES 


THE WOOSTER BRUSH COMPANY 


WOOSTER, OHIO 
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x x B’ ALL MEANS, PUT YALE See the amazing collection of ancient 
¥ 





on your preferred list of and historical locking devices, relics of 
exhibits to visit when civilizations past. Contrast them with 
you go to the New York the locks made by YALE today, the 
eS World’s Fair. last word in modern design, workman- 


Occupying a large area in the Metals ship and security. 


Building, near the Trylon and Peri- Then visit the Home Building Center, 
sphere, YALE presents a series of im- the Town of Tomorrow, the Model Elec- 
pressive displays, abounding in action, tric Farm—see YALE Products in actual 


service — protecting, 


drama and educational 
interest. YY A i F-- modernizing. 





1m TALE & FOWNE MFG. CC®. 


SBTAMFORD, COANECTICUT, VU. S. -A. 
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A 
ND Your best bet to profit with 


this fast-growing industry is to Sell 


TION 


BIGGER YEAR-ROUND PROFITS BY CONCENTRATING ON 
_ PERFECTION’S LINES OF OIL-BURNING EQUIPMENT 


en 


PERFECTION PORTABLE HEATERS. 
Millions used yearly. Beauti- 
ful, modern, new styles 
and finishes now available. 









WATER HEATERS. Perfection, Puritan and IVANHOE STOVES AND RANGES. Low-priced SUPERFEX HEAT DIRECTORS. Complete line of fue! 
Superfex models for use with kero- models in both long chimney and short oil stoves for homes, offices, shops, stores with- 
sene or fuel oil. Sizes for every need. drum styles. Perfection quality throughout. out central heating. Also radiating heoters. 


ro SELL PERFECTION! 
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Crosley now presents a Refrigerator 
for the replacement market that gives women a 
good excuse to discard their old models 


Crosley provides two-temperature and air condi- 
tions in two compartments of the newly developed 
FREEZORCOLD Shelvador. In one compartment 
a uniform below-freezing temperature is maintained— 
a dry sharp cold that keeps fresh meats or game as 
long as family needs demand—enables women to buy 
frozen foods at “Special” sales and store until wanted 
—keeps ice cream firm and solid—permits them to 
make and store ice cubes against the biggest kind of 
a party—makes possible a full larder AT ALL TIMES 


for unexpected guests. 





This is not a Refrigerator with a Partition in it 


Fast-frozen foods are rapidly becoming a definite 
part of the American diet—primarily because of con- 
venience, for they are now in nearly every grocery 
store. There is no waste in their use. 





(;ame and fish are two foods hard to keep in the 
home because of limitations of available refrigera- 
tion—but NOW in the sub-freezing compartment of 
FREEZORCOLD a temperature is provided that’s 
low enough to retard physical change in these deli- 
cacies for many days. 


Pie dough is a delicate material—prepared best when 


FLAME*FREeZzE | 
SHELVADOR 


Modern Refrigeration for 
Homes without Electricity 


Farm and country homes be- 
yond the power lines can now 
enjoy economical food protec- 
tion with the matchless con- 
venience and beauty of Crosley 
Flame-Freeze Shelvadors. 
Produces refrigeration from in- 
expensive kerosene heat at a 
cost of only a few cents a day. 




















No Flame when owner’s 
away appeals to remote homes 


There is plenty of room for 
food. Enjoy ice cubes and 
desserts even on hottest days. 
There are absolutely no mov- 
ing parts—nothing to get out 
of order, and you can depend 
upon its unfailing service for 
many years to come. 








MODEL 10-60 & cusic FEET 


GUARANTEED FOR ONE YEAR 


179 


HOME REFRIGERATION REVOLUTIONIZED! 


CROSLEY 
TWO TEMPERATURE 


FREEZORCOLD 
SHELVADOR 


utensils and ingredients are very cold. The FREEZ- 
ORCOLD SHELVADOR enables the delighted cook 


to prepare materials at tem- 








peratures heretofore un- 
available in the kitchen. 
Once made, her shortened 
dough can be kept over a 
long period of time—in any 
quantity in the FREEZOR- 
COLD freeze compartment. 


THE CROSLEY 
SHELVADORS 


are a perfect “‘step up” 
line of refrigerators. 
Beginning with the 3 ft. 
“SPECIAL” at $99.50 
you can lead the pros- 
pect through the lowest 
priced quality refriger- 
ators on the market to 
the “REGULAR” fully 
equipped line which 
matches competition’s 
‘Stripped’? models in 
price on up through the 
**DELUXE” Shelvadors 
of which there is noth- 
ing finer at any price, 
and into the NEW and 
UNMATCHABLE 
FREEZORCOLDS 
in 4 models. 


Ice cream is not only easily 
made in this freeze com- 
partment, but can be kept 
indefinitely. No more run- 
ning down to the store 
just before meal time to 
get the ice cream home in 
right condition. Also, 
you can make and store 








many pounds of ice cubes. 





New Low Temperature with high humidity provides 
improved food preservation 
heretofore unknown in the home 

The second compartment is moist, 
air conditioned cold storage to hold 
cooked foods, vegetables, fruits, 
etc., at the peak of their perfection. 
“So you retard the drying out of 
food in electric refrigerators?” ex- 
claim excited housewives. Yes, 
because the drying out of the 
natural juices in the food is re- 
tarded. Thus vegetables remain 
prime for days, chilled delightfully 
crisp in the cold humid air, retain- 
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ing their original vitamins—keep- 
ing moist and garden fresh with no 
discoloration for days longer than 
ever before. Leafy vegetables are 
preserved without wilting or 
shrinkage in the drawer-type super- 
moist crisper. 

Cooked foods are held at their 
appetizing peak for incredibly long 
time. The moist cold is the secret. 
The air in the humid cold chamber 
circulates constantly over the WET 
coils, providing the kind of air con- 
ditioning food preservation must 
have to produce maximum results. 
This high humidity is accomplished 
by the use of a special radiator-like 


chilling unit which does not frost like | 


the conventional type evaporator. 


This new development accomplished 
without adding one moving part 


This outstanding advancement has 
been accomplished without adding 
one single moving part to the Shel- 
vador refrigerator. These new re- 
frigerators are efficiently and care- 
fully manufactured in the new 
Crosley factory—probably the finest 
plant of its kind in the world. A 


OMPARTMENT 


FREEZORCOLD 
FEATURE 





-»» FO $20.00 MORE THAN 
COMPARABLE REGULAR 
AND DELUXE 
SHELVADORS 





background of long experience, un- 
surpassable engineering talent and 
skilled craftsmanship produce qual- 
ity in every part that goes to make 
each guaranteed Crosley refrigerator. 


LOWER COMPARTMENT 


? temperatures in | refrigerator 


RYING OUT, 
EPS FOODS FROM D 
es THEM FULL FLAVORED, FRESH 
AND NUTRITIOUS 
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This new FREEZORCOLD PLUS 
the SHELVADOR is refrigeration’s 
greatest sales possibility today 


You thay think the Shelvador an 
old story—but if you stand in the 
Crosley exhibit at .the New York 
World’s Fair and see the thousands 
of women examine, study and en- 
thuse over the Shelvador which to 
them is new, your enthusiasm will 
be revitalized and you will realize 
that the Shelvador still has a great 
and fertile market. 





FREEZORCOLD SHELVADORS 
odels 


71% ft. Regular 
74 ft. Deluxe 


6 ft. Regular 
6 ft. Deluxe 











THE CROSLEY CORPORATION 


POWEL CROSLEY, Jr., President 


Home of WLW—*‘‘the Nation’s Station’’—70 on your dial 


CINCINNATI 


See the Crosley Building at the New York World’s Fair 
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STORMPROOF's , s¢//er/ 


It's raintight! 


Stormproof roofing can’t leak. It's weather- 
sealed at every edge by a tried-and-proved 
rain-blocking device. Water can’t creep 
in by syphoning action. Rain can’t blow 
in, no matter how heavily it is driven by 
the wind. 


It's easy to lay! 

‘No nailing sticks are needed to lay Storm- 
proof roofing. The side laps won't buckle 
under the heaviest hammer blows. Further- 
more, Stormproof’s smoothly curved laps 
make fitting easy. They slide automatically 
into correct nailing position. 


It’s meat fo look at! Stormproof's lines are smooth, not awkward and boxlike. 
When customers lay eyes on these brightly-spangled full-gage sheets, they're half-sold 
already. It doesn’t take much imagination on their part to picture Stormproof on their 
own houses or barns. And once they begin thinking that way they'll prove with their 


pocketbooks that Stormproof's a seller! 


Bethlehem also furnishes corrugated, V-crimp and roll roofing and siding Fie 





BETHLEHEM STEEL COMPANY 
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WAYS TO MAKE HOSE PROFITS! 


ype only reason Goodyear makes six lines of garden 
hose is to provide you with the right hose, at the 
right price for each type of customer. 


The reason you should stock all six of these nationally 
advertised lines is to protect yourself against losing 
sales—and profits. 


Here you have everything you need —from the finest 
hose at any price, to the best hose at low price. 


Each is a through-and-through Goodyear value. Each 
is armored with a tough cover of specially com- 
pounded rubber—and reenforced with a stout carcass 
of heavy, cotton-cords. 


You can’t get a proposition better than Goodyear’s— 
to build up real profits from garden hose sales! 








1 EMERALD CORD* HOSE —The finest lawn hose 
made. Green cover, double braided, high quality 
cotton-cord reenforcement. 


WINGFOOT* SUPERTWIST CORD HOSE— Although 

less in cost, this hose closely approaches the high 
quality of Emerald Cord Hose. Brown cover; two braids 
of Supertwist cord. Light and easy to handle. 


SUPERTWIST* CORD HOSE—A light-weight yet 
extremely durable hose that even women and 


be ided h dl, 





easily. Brown cover. Made with a 
reenforcement of the famous Supertwist cord. 


GLIDE* LAWN HOSE—A good hose at a moderate 

price. Ribbed red cover. Molded hose, reenforced 
with heavy double braided cotton-cords. Also available 
with black cover. 


PATHFINDER* LAWN HOSE=—High quality at low 
price. Green cover. Heavy, single-braid, cotton-cord 
reenforcement. Also furnished with black cover. 


OAK* LAWN HOSE— Designed expressly for the 
low-price market. Single-braid cotton-cord reen- 
forcement, corrugated dark brown cover. 


*Trade-marks of The Goodyear Tire & Rubber Company 








IN RUBBER 
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JUST OFF THE PRESS! 


THE FIFTEENTH EDITION 
OF 


HARDWARE AGE 
Verified List 


of Wholesale Hardware Houses 


The Only List of Hardware Jobbers in Book Form Published. 


Recognized by all who sell thru hardware channels as an essential need for 
effective selling to Hardware Jobbers. 


GIVES: © THEIR NAMES and ADDRESSES 
© CAPITALIZATIONS 
@ LINES HANDLED 
© TERRITORIES COVERED 
@ NUMBER of MEN TRAVELLED 
@ NAMES of OFFICIALS and BUYERS 


Obviously information useful in personally contacting jobbers — in making 
credit arrangements—and in direct mail sales promotion advertising. 


ce 


Contains the following complete lists:— 


SHELF HARDWARE JOBBERS’ 

HEAVY HARDWARE JOBBERS 

DISTRIBUTORS OF MILL SUPPLIES 
PLUMBERS’ AND TINNERS’ SUPPLIES JOBBERS 
MANUFACTURERS’ AGENTS 

HARDWARE CHAIN STORES 

HARDWARE ASSOCIATION LISTS 


These Lists Are Needed by All Who Sell Thru Hardware Channels 


Price $10.00 a Copy—Remittance With Order 


HARDWARE AGE VERIFIED LIST 
239 W. 39th Street New York. N. Y. 
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The Famous 

MODEL ''C”’ 

Super-Safe 
Pressure Cooker 


The finest pressure cooker 

ever devised with incom- 
parable safety features such as 
the famous self-releasing pres- 
sure valve, the super-safety 
plug, the self-locking cover that 
cannot be released until the 
pressure is exhausted. 


eS The superiorities of the 

"Model C” can be appreci- 
ated at the first glance--the hand- 
some designing, the tilted easy- 
to-read dial, the bakelite fittings 
all spell fast sales. 













And the "Model C” is popu- 
larly priced, with generous 
discounts for dealers. See your 
jobber at once. 
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PRESSURE COOKER 


Extra Profits Await Retailers Who Promote 
This Necessity For Canning and Fast Cooking 


The swing is to pressure cookers! Magazines are filled 
with articles on this approved way of cooking and 
canning, extension workersand home economic leaders 
enthusiastically endorse this revolutionary food and 
time saver. Cash in on this nation-wide interest by featur- 
ing NATIONALS, the leader for-over a quarter century. 


4 Out of Every 5 Canning Under Pressure 
PRESSURE COOKERS —the Only SAFE Way 


sold and in use today were made for meats and most vegetables, 
by National. Nationally adver- says U.S. Dept. of Agriculture. 
tised, world-wide in reputation. Protects against spoilage 


National Pressure Cooker Co. 
Eau Claire, Wisconsin 


National Pressure Cooker Co. 


Eau Claire, Wisconsin 
Please send us descriptive material on your "Model C” National 
pressure cooker. 


































New Date! New IDEAS! NEW MERCHANDISE! fi 


You Will Find 
1800 Related Lines Under One Roof j 
at the 


INTERNATIONAL & 
HOME FURNISHINGS 


MARKET 


JUNE 5-17 
in The 


MERCHANDISE Mart | J 


ggest Buying Center °* Wells Street 


CHICAGO 








‘LETS LOOK AT 
THIS FENCE WHEN 
WERE 1N TOWN 
ToDAy" 


HERE’S a real wealth of dealer helps available on U-S-S Products 
fence, barbed wire, posts, roofing, poultry netting, and a lot of other 
U-S-S products you sell. 

In our big advertising program on these famous U-S-S Products we are 
telling your customers to buy from their local dealer. And the surest way for 
you to get their business is to make good use of the many sales helps we 
offer. Ask your jobber, or write us, for sales helps and ideas that will help you 
get a bigger share of the business in your community. 


DEALER HELPS on U°S'S Products 


will bring business to your store 


Cash in on the customer preference 
for these well-advertised products: 


AMERICAN FENCE AND POSTS 
STORMSEAL ROOFING 
TENNESEAL ROOFING 

U-S-S ROOFING & SIDING SHEETS 
AMERICAN LAWN FENCE 
CYCLONE LAWN FENCE 

GATES AND FITTINGS 
AMERICAN BARBED WIRE 
HEX-CEL POULTRY NETTING 
PROTECTOR POULTRY FENCE 
STRAIGHTLINE POULTRY NETTING 
AMERICAN FUR FARM NETTING 
CYCLONE SCREEN CLOTH 
CYCLONE HARDWARE CLOTH 
CYCLONE BURNER BASKETS 
BLUE BONNET BALE TIES 

NAILS, TACKS AND STAPLES 
CLOTHES LINES 


AMERICAN STEEL & WIRE COMPANY, Cleveland, Chicago and New York 
CARNEGIE-ILLINOIS STEEL CORPORATION, Pittsburgh and Chicago 
COLUMBIA STEEL COMPANY, San Francisco 
TENNESSEE COAL, IRON & RAILROAD COMPANY, Birmingham 


United States Steel Products Company, New York, Export Distributors 


UNITED STATES STEEL 








Ding! \ REAL PROFIT 
FOR YOU ON EACH SALE 
















At last, an Insect Spray 
that pays you a worth-while 
profit for stocking and 


pushing — BUG-A-BOO! 








ES, SIR! You don’t have to take a loss 
each time yousell this leader. It moves 
fast—and every sale is money earned. 
Why? Because Bug-a-boo is a great 
product. It’s obviously more effective than 
many others; has a pleasant fragrance; 





Ge 


Rare 


Bugaboo 













and won’t spot or stain. And it is power- 
fully advertised in leading magazines. 
Tie up with this money-maker. Get in 
touch with your wholesaler, or address 
the nearest office of Socony-Vacuum Oil 
Company, Inc., or its affiliated companies. 








OTHER BUG-A-BOO PRODUCTS: 
| Kills flies, mosquitoes 
| moths, ants and many ZL ft Vy BUG-A-BOO MOTH CRYSTALS BUG-A-BOO GARDEN SPRAY 
| other isenens maects : Duc Ulead VY These are pine-scented crystals, | f Kills or controls insects found on 
(ies) é GOOD Y ready-packed in an attractive va- | Pabjebe flowers and shrubs. Highly concen- 
: HOUSEKEEPING porizer, or in cans. Hung inacloset, | Crysjtals Ga trated, 4 oz. make 12 to 18 gallons 
ay ttsertired therm these crystals give off a saturated air == ||| of spray. When used as directed, it 
that kills destructive moth worms. a 22*1|--—| is harmless to humans or pets. 
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“A-BOO 


THE INSECT SPRAY THAT PAYS A PROFIT 











HARDWARE AGE 





in 
3S 
il 
S. 





AALS P an edits pines 4 0c 





A painter a day brings profits your 
way. In other words, it doesn’t take 
many painting contractors buying 
regularly at your store to build up a 
real volume business. These men are 
steady customerg. Their orders run 
into money. 

When a painting contractor buys 
supplies, white-lead is the first item 
on his list. Sell him his white-lead 
and you have the inside track to 
the rest of his large order. 

How? Easy enough! Stock and 
push Dutch Boy White-Lead — the 
first choice of painting contractors 
and other large users—the item that 
attracts the volume buyers. 


Now —better than ever 
Break the good news to your white- 
lead customers that Dutch Boy has 
been stepped up in whiteness, hid- 
ing power and body. This means 


DUTCH BOY 


PAINTERS’ PRODUCTS 





This is the slogan of the national advertising 
campaign on white-lead now being conducted by 
the Lead Industries Association. Tying up with 
this campaign will help your business. 
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whiter whites and cleaner, sharper 
tints — increased coverage — more 
solid-looking jobs. 

Cash in on the increased demand 
for Dutch Boy that is resulting from 
these improvements. Use Dutch Boy 
displays in your store and window— 
start a Dutch Boy Department on 
your shelves. It pays. 











NATIONAL LEAD COMPANY 
111 Broadway, New York; 116 Oak Street, Buffalo; 900 


West 18th St., Chicago; 659 Freeman Ave., Cincinnati; 
1213 West Third Street, Cleveland ; 722 Chestnut Street, 
St. Louis; 2240 24th Street, San Francisco; National- 
Boston Lead Co., 800 Albany St., Boston; National Lead 


& Oil Co. of Penna., 316 Fourth Avenue, Pittsburgh; 
John T. Lewis & Bros. Co., Widener Building, Phila. 





WHERE PAINTING CONTRACTORS 
> + BUY THIS— 


---they also 
buy these 
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PLYMOUTH Rigs a Merchant Sailing Ship 


















































— for the New England exhibit at the NEW YORK WORLD'S FAIR 1939 


@ BACK in the early days of the Plymouth 
Ropewalk, New England enterprise was sym- 
bolized to the world by her fast-sailing mer- 
chant ships, whose daring —— drove 
them through fair weather and foul with all 
sail set and trusted to the strength and de- 
pendability of canvas and rigging. 

While the gallant days of sail are now long 
past, it is particularly fitting that the Plymouth 
Cordage Company has once again been called 
upon to furnish a complete “gang of rigging” 
... for the New Engiand Ship “Yankee”, at 
the New York World’s Fair. 

This 135-foot replica of a full-rigged, three- 
masted merchantman lying at dock, will be the 
central feature of the New England Exhibit... 


a typical waterfront scene which speaks pic- 
turesquely for New England. 

Rigging specifications aggregate approxi- 
mately eight tons of cordage—four-strand 
Tarred Hemp Lanyard to support the tower- 
ing masts, while running rigging is principally 
of three-strand Manila. 

In the old manner of rigging a ship, this 
rope has been especially made for the purpose 
by the Semaeth Ropemakers, reverting to 
manufacturing practice of the early days ... 
further evidence of the adaptability of 
Plymouth methods . . . an adaptability which 
has kept the Plymouth Cordage Company in 
step with changing times and needs of the 
rope user since 1824. 


PLYMOUTH CORDAGE COMPANY 


NORTH PLYMOUTH, MASSACHUSETTS, AND WELLAND, CANADA 
Sales Branches: New York, Boston, Baltimore, Philadelphia, Chicago, Cleveland, Houston, San Francisco 
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1. 
It’s got an even coating 


Bethanized fence is electrolytically coated 
with 99.9+-per-cent-pure rust-defying 
zinc. The coating is perfectly uniform in 
thickness everywhere. Every part of the 
wire gets the same protection. There can 
be no thin spots in a bethanized 
coating. 


prove the tightness of 


BETHANIZED COATINGS 


HERE’s a simple demonstration of coating tightness that’s 
mighty convincing to skeptical customers. Bend a free end of 
bethanized fence wire flat back on itself with a pair of pliers 


while your customer watches. 


Then ask the customer to examine the condition of the betha- 
nized coating at the extreme point of the bend. Have him feel 
the perfect smoothness, note the complete absence of any trace 
of peeling or flaking. It’s instant proof of the greater tightness 
and durability of the bethanized coating. 

But bethanized fence offers more than simply a tight coating. 
Look at these three sales clinchers! 


» 
It’s woven of rust-resisting wire 


Bethanized fence is woven of true copper- 
bearing wire, a further defense against rust 
that adds extra years to the life of the 
fence. You can offer this extra weather 
resistance to customers at no additional 
cost when you handle bethanized fence. 
It’s a real sales clincher. 


3. 
It’s thoroughly time-proven 


Bethanized wire has been thoroughly tried 
and proved in scores of different applica- 
tions. It’s modern. It’s dependable. Betha- 
nized fence has everything it takes to be a 
real sales booster. It’s the kind of mer- 
chandise that sells itself. 


BETHLEHEM STEEL COMPANY 
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ADS LIKE THIS HELP YOU SELL MORE G-E BULBS! 


While you’v 
see what G-Eh 


in 1921 

you paid $1.10 
for a 100 watt 
G-E MAZDA 


lamp--- 


in 1939 
you get 
brighter 

100 watt lamp 


for only 15¢ 


a far 


TONIGHT ————" 

take home a package 
of the right size 

G-E MAZDA lamps 
for better light, 
better sight.-- 


YPICAL of General Electric’s 1939 MAZDA lamp 
advertising is this newsy, interesting ad that ap- 
pears in the May 27th issue of Saturday Evening Post 
(on the newsstands May 24). Watch for it. Put it up on 


your counter, in your windows, near your MAZDA 
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lamp display. It will help you sell more of the new G-E 
MAZDA lamps. General Electric Company, Nela Park, 
Cleveland, Ohio. 
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That's WATERBURY’s amazing record of sales for all 
sizes included in these “store-tested” 100 Ft. Reels! 


























Immediate dealer acceptance of this outstand- 
ing contribution to modern rope merchandising 
has resulted in this gratifying sales perform- 
ance. Jobbers who recognize the value of the 
first packaged rope ever introduced in the 
rope industry have reported increased busi- 
ness and better rope distribution. * * Packaged 
rope, attractively displayed on WATERBURY's 
Prize-Winning “Rope Retailer”, has reduced 
retail store investment, simplified the handling 
of rope, and increased store sales. * * WATER- 
BURY knows and recognizes the retail store 
rope problem. WATERBURY has made the first 
big step in solving this problem with the “Rope 
Retailer” and promises a complete solution 
for all hardware rope sizes for the coming 
season. ** The "Rope Retailer” and rope 
for retail stores is distributed by WATER- 
BURY exclusively through jobbers. Ask your 
jobber salesman for complete information. 


Quality Ropemakers for Over 123 Years 


WATERBURY 


ROPE COMPANY, Inc. 


401 PARK AVE., BROOKLYN, N. Y. 
x 

TOP AWARD-—All-America Pack- 

age Competition, 1938. Awarded 

to WATERBURY “Rope Retailer” 

and 100 Ft. Reels. 


with the WATERBURY ROPE RETAILER! 
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Informal Editorial Comments 





Tydings-Miller Repeal: 


Both the Department of Justice 
and the Federal Trade Commis- 
sion have indicated open hostility 
toward the Fydings-Miller Law, 
charging abuses under the law. 
Senator King of Utah has pro- 
posed a repeal bill which if passed 
would ruin all progress to date 
on fair-trade legislation. So far 
Mr. King has not enjoyed gen- 
eral Congressional support for re- 
peal of the Tydings-Miller Law but 
is likely to have the full force 
of the Department of Justice and 
FTC behind him in any subsequent 
efforts for this repeal. It must be 
remembered that this bill was a 
“rider” on an appropriations or 
revenue measure for the District 
of Columbia and was reluctantly 
signed by President Roosevelt be- 
cause of the urgency of the D.C. 
measure. Naturally, chain stores, 
mail order houses and department 
stores will lend their combined 
strength to hasten repeal and un- 
less independent distributor groups 
become active and more articu- 
late this repeal may slide through. 
If the Tydings-Miller Law is re- 
pealed it will be a terrific body 
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blow to resale price maintenance 


legislation and will force resale 


price contracts to be operated on 
a strictly intra-state basis. Such 
a development would make the 
situation very complicated and al- 
most unworkable. If you want 
fair-trade operations continued 
now is the time to tell your repre- 
sentatives in both Houses of Con- 
gress. 





Investigation: 


Currently the Federal Trade 
Commission armed with a $65,000 
appropriation, is planning to “in- 
vestigate” trade associations which 
have supported and are supporting 
fair-trade legislation and which 
are encouraging wider use of fair- 
trade contracts. Although it has 
been stated that no single group of 
organized business will be singled 
out for scrutiny it has been re- 
ported that the drug, hardware and 
food associations may be accorded 
an early place on the program. 
If so, these three groups should 
welcome the investigation and the 
opportunity to publicly reiterate 
the importance of fair-trade legis- 
lation to their respective member- 





By CHARLES J. HEALE 
EDITOR, HARDWARE AGE 


ships. It is also believed that in 
such investigation the Robinson- 
Patman Law will have important 
consideration. Official Washing- 
ton does not deny any of these 
reports but is non-committal on 
the details and equally non-com- 
mittal on the natural query “Is 
this investigation a part of the 
work ef the Temporary National 
Economic Committee (TNEC), the 
anti-morfopoly committee?” Pre- 
sumably the burden of such in- 
vestigation would be to determine 
whether or not fair-trade contracts 
have improperly “upped” prices to 
consumers or as the opponents of 
fair-trade legislation say it “gouged 
the public.” Price data on fair- 
trade contracted hardware lines are 
not yet sufficiently varied to give a 
very conclusive answer to this 
phase of the question but drug 
store items operating under fair- 
trade very definitely are sufficiently 
varied. 


Drug Trade Prices :— 


The retail drug field has been 
the leader in the fair-trade move- 
ment and has aggressively urged 
fair-trade contracts. A wide vari- 
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GALE SPACE COOLERS TAP GREAT NEW MARKET 
SALES 


R RICH NEW 







































DELUXE FEATURES 


@ Automatic Condensation Dispo- 
sal 


@New Cool Air Grille with Ad- 
justable Deflectors 


@ New Fresh Air Inlet with Spun 
Glass Filter 


@ New Stale Air Exhaust, Operates 
Simultaneously with cooling 


@ New Two-Way Control for Fil- 
tered Air Circulation the Entire 
Year 


@ New Thick Acoustical Liner for 
Quiet Operation 


@ New Improved Weather Visor 


@ New Positive Window Mount- 
ing Lock 

@ New Quick Installation. Cabinet, 
independent of unit, mounts se- 
curely in window. Unit then 
slides in 

@ Full 4000 B.T.U. Capacity—Cool- 
ing Equivalent of 650 Pounds of 
Ice Per Day 














DISTRIBUTORS - 
DEALERS Here is the room cool- 


ing unit with which dealers went to 
town last year! It's tested. It's right. 
Offered in two models for '39—a 
Standard Model, priced to sell at re- 
sale for only $139.50; and an im- 
proved Deluxe Model priced to sell 
at resale for $169.50. Write, for dis- 
counts and details. There is no time 
to lose! 



















THE QUALITY LINE that you can sell at di- 
rect-from-factory prices. Models to satisfy all 
requirements. 

A Deluxe Line, packed with today’s finest sales 
features, priced to sell at resale for $129.50 to 
$179.50 (7.3 cubic foot model). A Standard 
Line, quality buile throughout, priced to sell at 






You'll be amazed! 


OPPORTUNITY 


ASH IN on the public's great inter- 
est in air conditioning. All America 
has been waiting for the practical solu- 
tion to the problem of heat and humid- 
ity. Here it is! 
Real summertime comfort in homes and 
offices — at a price the average man can 
afford! All made possible by this moder- 
ate priced, quality-built package-unit that 
not only filters and circulates air — but 
cools and de-humidifies it! 


The Gale Space Cooler is a dependable 
electric refrigeration plant which sends 
air over cold coils where it is cooled and 
de-humidified, and then distributes it 
throughout the room. Fresh air is brought 
in through a filter; stale air is exhausted. 


No installation problem involved. No 
plumbing. No special wiring. Just plug it in! 
The magic of its performance in chang- 
ing a “sticky” room or office into livable 
quarters makes one of the most dramatic 
demonstrations you have ever staged. It 
SELLS! 


Don’t let the first heat wave catch you 
without stock. Be prepared. Order now! 
GALE PRODUCTS 
400 Monmouth Boulevard, Galesburg, Lil. 


Division of Outboard Marine & Mannfacturing Co., Builders Of 
SEA-HORSES, EVINRUDE AND ELTO OUTBOARD MOTORS 


GALE propucts“ _ 


resale for $109.50 to $159.50 (7.4 cubic foot 
model). And the sensational Gale-buile White- 
hall Line with Dulux exterior, porcelain interior 
and other quality features, to sell at resale from 
$77.95 to $99.95 (6.2 cubic foot model). Write 
for full details on the Gale Refrigerator set-up. 
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_ety of drug store items is now 


under such contracts and I believe 
the experiences generally in this 
field are highly satisfactory. A 
survey in 12 states made by Drug 
Topics clearly indicates that fair- 
trade contracts have not “gouged 
the public.” On the contrary the 
price trend has been down an 
average of 3.45 per cent. Review- 
ing, on May 1, 1939, the 19 months 
progress with fair-trade (since 
passage of Tydings-Miller Law on 
August 17, 1938) this publica- 
tion states in part: 

“Let us see what fair trade 
has given to each of the parties 
involved. THE PUBLIC. Fair 
trade has lowered the price- 
level, for drug store merchan- 
dise as a whole, by 3.45. per 
cent. Surveys made to date in 
12 states proves this. THE 
MANUFACTURER. Fair 
trade has brought the manufac- 
turer greater trade support, un- 
mistakably increasing his sales. 
THE DISTRIBUTOR. Fair 
trade has insured reasonable 
earnings for retailers; it has 
eliminated predatory practices: 
and it has sent customers back 
to drug stores. These facts 
clearly prove that FAIR TRADE 
IS FAIR.” 


Progress > 


Although fair-trade progress in 
the hardware field has not been 
as rapid nor as complete as in the 
drug field, the hardware industry 
is certainly making steady prog- 
ress and may be expected to con- 
tinue in that direction. Many 
hardware manufacturers who do 
not oppose fair-trade contracts tell 
us they have refrained from tak- 
ing such action until they are 
thoroughly convinced that such ar- 
rangements are workable and that 
violators of established _ resale 
prices can be curbed in their price- 
cutting tactics. This is an under- 
standable attitude for only a few 
business men have legal training 
or a’basic understanding of fair- 
trade legislation. What they don’t 
understand tends to confuse their 
thinking. There may be “bugs” 
in existing fair-trade laws. If so. 
these will presumably be corrected 
as such weaknesses occur. In the 
meantime there is progress being 
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made toward the elimination of 
price-cutting and here and _ there 
a few test cases prove that resale 
price maintenance is workable and 
that violators can be stopped. 


An Example :— 

The Tennessee Corp., New York 
City, placed Loma plant food un- 
der fair-trade in states where its 
experiences indicated price-cutting 
problems. During the past 30 
days this company — successfully 
pursued legal action against a 
price-cutter and has curbed this 
dealer from advertising or offering 
for sale Loma products at less than 
the contracted consumer _ price. 
This was accomplished despite the 
fact that this particular dealer had 
printed a quantity of circulars of- 
fering Loma at less than contract 
prices allegedly before he knew of 
the fair-trade contract. The net re- 
sult of this test case is a permanent 
injunction that prevents this par- 
ticular dealer from cutting the 
prices. [ cite this as an example 
to prove that a genuine desire to 
make fair-trade contracts work 
brings results. 


Headlines :— 

Last week newspapers carried 
headlines like this sample “Gro- 
cers Question Fair Trade’s Help.” 
If you read the story you found 
that the Associated Grocery Man- 
ufacturers of America discussed 
the fair-trade question and_ that 
among grocery distributors gener- 
ally independents were for fair 
trade and generally super markets 
were opposed. You also read that 
fair-trade contracts impose addi- 
tional clerical burdens on manu- 
facturers when prices are changed. 
This seems hardly a fair com- 
plaint. All distributors should be 
notified of price changes anyway 
so it does not seem clear why the 
fair-trade contract’ imposes any 
extra burden in this particular. 
Elsewhere in the news story there 
was some concern expressed over 
the action of certain corporate 
chains which are making price 
comparison displays with fair-trade 
goods alongside of similar off- 
brand goods at obviously different 
prices. This chain-store strategy 
is to he expected and, of two evils. 


is better than having the same 
chains feature’. some — standard 
brand item with the sign “Regular 
price, $2.25. Our Price, $1.78" 

and then when the customer is 
wooed into the store have some 
sales pressure put on to sell the 
private brand anyway. At least 
the comparison display doesn't 
mislead the customer or cloud the 


Issue. 


Buy American: 

Racial and religious prejudices 
have no place in the American 
scheme of things. In the retail 
business where one necessarily de- 
sires to sell to those of all creeds 
and classes. it is never good pol- 
icy to be identified with any 
marked form of bias or intolerance 
regarding creed or race. In the 
present upset international situa- 
tion, age-old hatreds are prevalent 
and pressing and are inspiring, in 
this country, an assorted group 
of organized boycotts. Whatever 
one’s private and personal views 
may be it is quite unnecessary to 
he anti-any group, be it anti-Ger- 
man, anti-Polish, anti-Italian, etc. 
The same general effect is bette: 
expressed in a strictly pro-Ameri- 
can attitude. Feature and promote 
“Buy American” to put “more 
Americans back to work.” The 
net results are the same and the 
theme is generally accepted as 
constructive. It represents the pos- 
itive approach as distinguished 
from the negative view. The quar- 
rels of the Old World, as before. 
may ‘rapidly become our own 
problems—-and, if not, it is still 
fair to assume that in any Ameri- 
can community there are adherents 
to both sides of any foreign con- 
troversy. Until we are officially 
alined it is not only prudent but 
also perfectly proper that our 
feelings on this general subject be 
the constructive plea of “Buy 


(American. 


V.B.:—These comments originally 
appeared on these pages June 2. 
1938, p. 27 and are repeated as 
being highly appropriate at this 
time. Our readers’ attention ts 
also called to two interesting and 
related comments from readers 
which appear on page 30 of this 


issue. 
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Chapter 51—Advanced Course 
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Sample Rooms 





YHROUGHOUT this chapter many may disagree with me, but | sign hardware is by itself in this 


you will find a number of will tell you frankly that I never room. Commercial wrought de- cs 
illustrations of builders’ believe in showing any more sam- signs (the most used hardware 4 
hardware display rooms. All of ples than are absolutely necessary samples) are also by themselves. ; 
these, I think, are decidedly in- in order to sell the job. The Brass colonial designs, forged i 
teresting. They offer excellent salesman knows so much more iron samples and white metal pe- i 
a . ‘ : ne 
suggestions to the hardware firm about the type and design of hard- riod hardware are all shown by * 
that is desirous of installing such ware that each particular building themselves, while cylindrical and a 
a room. requires. Time will be saved and tubular locks are in still another ¢ 
The display room of the Farrey confusion will be avoided in the cabinet. Every case and every : 
Hardware Co. at Miami Beach. mind of the client if he only sees row of samples is numbered and 
Fla., is shown in one of these and can be satisfied with the sam- there is also a number on the 
illustrations. I had the pleasure ples from one opened case in the sample board itself. There is a i 
of visiting this room a couple of sample room. place for everything and every- 4 
years ago and it is decidedly at- The ornamental school of de- thing is in its place. - 


tractive. 

My particular personal pride is 
the sample room of the Geo. 
Worthington Co. in Cleveland. | 
think it is a natural pride for | 
laid it out and put through the 
sample arrangement when I was 


in charge of this firm’s builders’ Rat, 
hardware department. AHI tithes ah 


Doors Are Closed “Hf | ee sit 
The doors are all opened in the U —— 


illustration, but this was not the 
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case when clients came in to select 2 
hardware. At such times all doors é 
were closed until I knew the type : 
of hardware which was to be se- j 


lected and until I had seen the 
plans, knew the design of the 
building in question and knew ap- 
proximately how much was to be 
allowed for hardware. 

This is an important point in 





Builders’ hardware sample room of the Geo. Worthington Co., 






your presentation of samples. It Cleveland, Ohio, which was designed by the author. Clients ‘ 
may seem wrong to you, and entering this room to inspect samples find all doors closed. Bf 
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The samples should be kept 
clean and dusted at all times and 
the sample room itself should be 
kept in the same condition. It is 
also a good idea to have a place 
where plans may be stored when 
not in use. 

Salesmen showing samples 
should be required to wear their 
coats or light smocks when wait- 
ing on customers. Architects, con- 
tractors and owners who are se- 
lecting hardware are entitled to 
this courtesy and it is always im- 
portant to be presentable when 
selling builders’ hardware. First 
appearances are always important. 


Suggest “Plus” Items 


While your client is making the 
selection you have an excellent 
opportunity to build up your sales 
volume by suggesting the “plus” 
business builders which we have 
so frequently emphasized through- 
out this course. You also have an 
opportunity of “stepping up” the 





quality of the merchandise under 








discussion. 


Intelligence and Tact 


An_ intelligent display and a 
tactfully done selling job serves 
to build up the client's confidence 
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in you. This is particularly the 
case in residence work when an 
owner can be sold better goods 
for longer service in the home. 
Price is not the chief considera- 
tion unless a lack of tact on your 
part makes ‘it so. 


What I told you in the Ele- 





The display room of the Farrey Hardware Co., Miami Beach, Fla., 
is furnished in modernistic fashion. There is plenty of light 
and the samples are concealed by means of drapes hung on rods. 





The sample room of the McCrudy-Rogers Lumber Co., Pitts- 
burgh, Pa., is spacious and contains a wide range of samples. 
Doors are shown opened to display the items carried by the firm. 
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mentary Course about the archi- 
tect and contractor's position in 
the picture is equally true for the 
largest “office building as well as 
for the modest residence. 

These illustrations of sample 
rooms should give you some good 
ideas and I shall got dwell longer 
on the subject. The illustrations 
should give you a better idea than 
words can give. 

In our next chapter we will give 
you. some worth-while — selling 
hints. 


On pages 26 and 27, 
immediately following 
areshowneight sample | 
rooms which should be 

an inspiration to those 
contemplating similar 
installations. 
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Builders 
Sample 






Below—This sample room ot! the 
Joseph Woodwell Co., Pittsburgh, 
Pa., uses the closed type of display 
The various lines are segregated so 
that only those that are required to 
show a particular client can be dis- 
played 








































































Above The sample room of the 
Warner Hardware Co., Minneapolis 
Minn., is approximately 18 ft. by 21 
ft. with an 8-ft. ceiling. Its paneled 
ceiling and cupboard doors, enam 
eled in ivory make an effective back 
ground for the hardware and provids 
a restful but cheerful atmosphere 
Stained glass windows for privacy 
and comfortable chairs complete the 
furnishings. Samples are numbered 
so they can quickly be returned tc 
their proper places and as quickly 
located when needed again. As a 
point of prestige, the outside walls 
of the room dis- 
play photographs 
of the important 
buildings in which 
the company ha: 
furnished the 
hardware 






Left —- Extreme simplicity and mod- 
ernity is the motif of the builders 
hardware display rooms of H. M 
Sanders Co., Boston, Mass. Walls 
are light walnut flexwood with glass 
brick. Other modern touches are a 
barrel ceiling of smooth stucco; cove 
lighting using reflectors lights the in- 
side of the wall cases; a green lin- 
oleum floor; maroon leather furniture, 
rubber tile table top, and a black 
and gold marble false fireplace 

Samples are concealed behind 
flush doors and mounted on racks or 
in drawers—residence hardware on 
white enamel blocks; schoolhouse 
and commercial trim, on walnut 
blocks, and chrome and modern 
pieces on dull black panels 

Behind the flush concealed pane! 
in the main room is a complete 
Colonial entrance doorway in which 
in cut-out sections, entrance handles 
door knockers, etc., can be quickly 
inserted. Sections of casement win- 
dows show actual operation of case- 
ment hardware. Other units are door 
closers, panic bolts, etc 


Left—The Vonnegut Hardware Co 
Indianapolis, Ind., uses pivoted pan 
els in its builders’ hardware sample 
rooms. These panels can be entirely 
reversed and the samples concealed 
The display case at the far end of 
the room contains removable panels 
showing sash and window hardware 
and mounted blocks of lock sets 
casement operators, etc 
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Hardware 
Rooms 








Right—Open-type wall cabinets 
provide a builders’ hardware 





















































the sample display center for Ernst fl 

rgh, Hardware Co., Seattle, Wash., } 

lay where architects bring customers 

1 so to make comparisons and selec 

i to tions 

dis- 

Left—Lock sets of all kinds trom 
e the lowest prices to the finest 

gold plated as well as a complete 
stock of builders’ hardware is 
found in the display room of the 
Belknap Hardware & Mfg. Co 
Louisville, Ky. The room is kept 
constantly up-to-date by frequent 
changes of display 

a - 

rs’ 

“ Right—Omes DeSerres Limitee — - 

s 1406 St. Denis St., Montreal, Can y a 

- ada, provides this compact anc a Sas o 4 4 

a complete builders’ hardware sar pe io 

ed ple room ior its prospects. Also 1 

4 just off its spacious salesroom the * = ms Aly 

F company provides a little office wee 

.. for the use of architects and spe 

, cial customers. This somewhat 

d private room has proven very 

1seful in closing sales 

n 

e = 

it 

“ id Left—Accent on color is the decc 

: 1 rative scheme of J. Jacob Shannon & 

' Co., 1744 Sedgley Ave., Philadelphia j 

, Display cases are painted in jet 

d black trimmed with silver. Walls are 


“| 1 


pete 


4 
midnight blue with pure white ceil 
| 


eee Be bes Be hw pat a le pow { . —_ vs ages ea chan are ‘apie 
ait FF j _ ; ‘ { : wit eep blue linoleum with a yel 
q Ag ret (fiers: ba 3 4i had low border. In the center is a large 
aah ee toy: | 5 red keystone, the company’s trade j 

mark. j 

The display arrangement provide: 

a jewel-like setting for the builders | 
hardware samples. The cases are 
floodlighted with the samples set or 
pure white against a black back | 
ground, the lighting bringing out the 
sparkling finish of the hardware 
Chrome tubular furniture complete 
the furnishina: 
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AAC ATION LIME Means 


S a profitable side line, vaca- 
A tion goods are hard to 
beat. In fact, where a 

store is located in or near a sum- 
mer resort, vacation goods are apt 
to become the major money earn- 
ers during a good portion of the 


Fishing equipment is at the left with beach hats at the right. 


year. Such is the case with Con- 
rad Brothers, hardware and lum- 
ber dealers in Shipbottom, N. J. 
Originally added as a necessary 
side line, their summer goods de- 
partment has consistently been 
their best money earner outside of 





One of Conrad Brothers’ attractive displays for fishermen. The 
picture in the center is framed in a net-draped ship’s wheel. 





their lumber and builders’ mate- 
rials. 

As its name implies, Shipbot- 
tom is a shore resort .on the At- 
lantic Ocean. Following the habit 
of such places, a meager winter 
population swells into several hun- 
dreds each summer. It is_ the 
trade of these cottage owners and 
renters that the Conrad Brothers 
(David G. and Charles M.) have 
set out to corral, by installing one 
of the most complete lines of sum- 
mer goods along the beach. So 
successful has this phase of their 
business become that Conrad’s is 
now considered the headquarters 
for vacation goods by everyone 
for 15 miles up and down the 
beach. 

The variety of summer de- 
mands can hardly be appreciated 
until a dealer actually tries cater- 
ing to the needs of vacationists. 
In addition to the anticipated calls 
for fishing equipment and beach 
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The window at the left features 
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a display for the surf casters. 


chairs, there is a consistent de- 
mand for yachting caps, rubber 
tubes, balls of all kinds, and even 
flashy blankets. Sun hats are 
sure-fire sellers, and the trickier 
and crazier styles will generally 
outsell all others. Boat cushions. 
life preservers and beach um- 
brellas are also infinite in variety. 
and enjoy style changes each year 
just as regularly as women’s hats. 

With 16 years experience at 
Shipbottom, Conrad Brothers have 
found two factors to be of great- 
est importance in selling vacation 
goods. One is elaborate and com- 
plete displays, which can be made 
brilliant and colorful enough to 
stop the most prosaic passerby. 
The second, and equally impor- 
tant factor, is to stock plenty of 
the latest style goods as well as 
the newest kind of things put out 
for summer vacationists. 

A large area of the Conrad 
Brothers’ store is devoted to the 
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PROFITS to Conrad’s 


j ' This display of beach equipment and toys means future business. 





Colorful displa ys in windows and 


store and complete stocks of the 


latest type of sports and beach 


goods increase summer sales for 


Conrad Brothers, Shipbottom, N. |. 


display of these goods. Beach 
chairs and umbrellas are opened 
and set out ready for use. Around 
the central supporting column of 
the store is set up a large shelf 
display of a dozen different va- 
riety of beach hats, while smaller 
shelves higher up hold tiny radios, 
clocks and other small wares. A 
stepped display is filled with toys 
-sail boats, beach pumps, buck- 
ets and shovels. dolls. sand sets. 


kites, etc. On another table are 
games such as badminton, quoits 
and table tennis. One deep show 
window is always devoted to sum- 
mer goods and there is generally 
some center feature to attract at- 
tention. At one time an 8-ft. ship 
model, complete in all details. 
was borrowed from a friend and 
displayed to good effect in the 
window. The current feature is a 
large placard insert showing an 
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vid clipper ship under full sail. 
The border around the insert is 
in the form of a large ship's 
wheel. Sides and background are 
painted to depict the sky and 
water. Surf and boat fishing rods 
are often suspended to form an 
effective back-drop for the win- 
dow displays. 

The success of Conrad’s sum- 
mer business is largely dependent 
upon their ability to stock the 
new types of goods that will be- 
come sure sellers. To do this 
they keep in close contact with 
the manufacturers and jobbers. 
One of their tricks is to “pump” 
all the salesmen who have been in 
Florida during the previous win- 
ter. They -have found that the 
items that are big sellers in the 
South during the winter are in- 
variably best sellers in their own 
summer business. By making a 
study of these style trends and 
new demands, they are generally 
able to get the jump on most of 
their competitors. 


Fishing Equipment 


Fishing and boating equipment 
forms a large portion of the sum- 
mer business at Conrad’s. Most 
fishing equipment, except rods. is 
displayed in glass cases. Although 
they handle a complete line of 
expensive rods and reels, the 
greater part of the fishing equip- 
ment business is done with me- 
dium-priced goods. For short-time 
vacationists they have found that 
complete outfits at a group price 
are the best sellers. For instance. 
they sell a good grade surf rod 
complete with reel and line fo: 
$5.75. To most people who con- 
sider surf equipment as far be- 
yond their pocketbooks these in- 
expensive outfits are very attrac- 
tive. Also the new, anti-backlash 
reels have proven a boon to ama- 
teurs who have previously never 
mastered the art of surf casting. 
Boat fishing outfits are sold as 
low as $2.50. 


Stimulates Sales 


An interesting sidelight on the 
sale of fishing equipment is the 
sudden demand that follows every 
big catch along the beach. When 
surf casters are pulling in unusual 
numbers of fish. or the boats 
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come in with especially large 
catches, there is invariably an im- 
mediate rise in fishing equipment 
sales. If the store management 


Buy American ! 





could only provide good fishing 
at will, they could be assured a 
hang-up fishing equipment busi- 
ness all the time. 


| 


Here are two interesting letters from readers complain 
ing about the sale of imported goods in competition 
with American-made products which help pay American 
wages and taxes. Our readers are invited to read an edt- 
torial comment on this subject on page 23 of this issue. 


German and Japanese 
Goods 


Ovean, N. Y.——-I am wondering 
at this time what HARDWARE AGE 
is going to do about the retailing 
of German and Japanese merchan- 
dise. | am aware from personal 
experience of the stand that the 
larger stores in New York are tak- 
ing on the matter. | had occasion 
to shop competitive merchandise 
for R. H. Macy in connection with 
camera supplies, and in each store 
| approached | was told em- 
phatically that they did not carry 
German merchandise—I have no 
information of the Japanese mer 
chandise they carried, but I did 
know that it is generally looked 
upon with disfavor in New York. 

What interests me is the extent 
to which this feeling has penetrated 
the smaller stores in smaller vicin- 
ities--of a size comparable to 
ours. [| have urged the buyers in 
our store not to buy either coun- 
trys goods, the merchandise has 
heen bought. however, and right 
now we are suffering due to cus- 
complaints concerning 
“Permalite” Christmas lights 
which are being rapidly returned 
by a high percentage of  cus- 


tomers 


tomers. 

In our rug department we fea- 
ture for summer use the small 
6 x 9 grass rugs at a very low 
price. The buyer says there is 
nothing on the market similar to 
this that we could handle at a 
price as universally low as the 
Japanese item. I feel that if the 
market were scanned there could 
be found a substitute made in 
U.S.A. or some still respectable 
country. I would appreciate 
Harpware Ace’s looking into the 
matter. 





| think that it is extremely ht- 
ling to discuss this matter edi- 
torially in your pages. It would 
give the little fellow the courage 
to go ahead and advertise a dis- 
continuance of such items from 
his stock. [ am sure that we can 
win a great deal of good will and 
public confidence if we open our 
advertising media to this and an- 
nounce our boycott. But to or- 
ganize us all into a_ public- 
spirited bunch of retailers is your 
problem and I for one would like 
to see you come out with a pro- 
nouncement on the subject. 

(Signed) R. C. Ewine 
A. E. Ewing Co. 


American Tools 


Cuicaco--| have always won- 
dered why you never started a 
movement among American manu- 
facturers to manufacture such 
things as mechanical drawing in- 
struments, barber razors, and com- 
bination vernier and height gages 
as made by Mauser Co., of Ger- 
many. 

I know that American precision 
tool and die makers can make any 
tool as good if not better than any 
foreign country can make. Bar- 
ber’s razors and drawing instru- 
ments were never manufactured in 
this country to amount to any- 
thing. Why? 

I am sure that it can be done. 
though the price may be a little 
higher (not too high) than foreign 
makes, but the American me- 
chanic, | am sure, will pay the 
higher price for American-made 
goods. Keep American money in 
this country! 

(Signed) A Harpware CLERK 
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All work and.no play makes Jack a dull boy ’* 
ht- 
di. 
ild 
ae Although a man of several hobbies, Howard H. Kim 
is- ball, president, Barker, Rose & Kimball, Inc., Elmira 
m N. Y., particularly enjoys fishing. Several months ago 
- Mr. Kimball stopped at Yellowstone Lake, Yellowstone 
q National Park, on a tour with the Rotary Club. While 
n at Yellowstone Mr. Kimball (the gentleman at the right 
ur in the picture) and a friend, Dr. Webber, caught 10 
a, cut throat trout in one hour of fishing. Of that fishing 
trip he says, ‘We had four cut throats that were 18 in 
a: long” and modestly adds, “It doesn’t take much of a 
ic- fisherman to catch fish in Yellowstone so I am not toc 
te proud of our catch. But it was a lot of fun and I got a 
great kick out of fishing there 
ke 
-O- 
. 
ti- 
4 
u- 
ch a The hobby of Walter Callahan otf 
n- ey Callahan Hardware Co., Los Angele: 
H Cal., is his fir8t place bowling team 
n 6 which is affiliated with the league 
es of the Wilshire Chamber of Com 
-. merce. These men have set a torrid | 
pace in the league. Here they are 
all set for action when the picture 4 
ni was taken. Left to right: Ted Karau 1 
_ Tommy Lucatorta, Walter Callahan, 
Leo Downs and Paul Clarke. Being 
N loyal boosters for the hardware trade 
r- they call their group the Callahar | 
u- Hardware Team 
in 
v- 
7 
le | 
n 
P- 
le | 
le HARDWARE AGE INVITES ALL HARDWARE MEN TO SEND IN THEIR HOBBY PHOTOS. | 
- ALL ARE WELCOME—DEALERS, WHOLESALERS, MANUFACTURERS AND THEIR SALESMEN. 
4 ® * 
A 
at 
4 MAY 18. 1939 31 
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The Gadd hardware store is 
at the left with a limited 
price variety store next 
door and two national mail 
order stores opposite. The 
block is a traffic center even 
on a Sunday when this 
photograph was taken. 


Neat displays of 
lines attractive 
to women shown in 
the front of the 
store emphasize 
the quality idea. 


"We Never Worry About 


i TTRACTIVE store and win- 

The proprietor of Gadd Hardware, Iowa Aw displays, quality mer- 
: : : chandise and a good repu- 
City, Lowa, states that his store is setlen ate the tonle toot. bell 
: , P ¥ traffic and boost sales for the Gadd 
competing successfully with national Hardware, lowa City, lowa. The 
2 ; rh : Gadd store, of which E. W. Gray 

Or ZANMIZALIONS. Reputation, quality and is proprietor, is located on the 
; : : same block as two national mail 
attractive displays are the reasons cote: dial dui tok Sadie dea 
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to several national limited price 


‘variety stores, and must, therefore, 


present an attractive appearance in 
order to take advantage of the 
heavy traffic that is attracted to 
the block by the nationally known 
concerns. Emphasis is placed on 
quality merchandise but the firm 
also handles a fairly good assort- 
ment of 10-cent kitchen needs and 
other lower priced lines. Major 
appliances are effectively displayed 
and emphasis placed on equipment 
of interest to farmers and their 
families with whom the store does 
much of its business. 

Although major items—washing 
machines, stoves, ranges and heat- 
ers—are displayed in the back of 
the store, these lines can be plainly 





the store by the consumer, as 
Gadd Hardware does not make 
deliveries of this product. This 
policy reduces the firm’s delivery 
costs and also helps build store 
traffic for people visiting the store 
with the intention of limiting their 
purchases to a drum of bottled gas 
will frequently purchase other mer- 
chandise. 

Mr. Gray, in speaking of the 
firm’s activity in the merchandis- 
ing of major appliances, says, 
“We do not canvass, but do all of 
our selling right in the store. Our 
newspaper advertising, our repu- 
tation and the favorable comments 
of satisfied purchasers of the ap- 
pliances we sell bring in the pros- 
pects for major items. Brides 





Major appliances, steel goods and heavy items are at the rear of 
the store. Wide aisles and good lighting are aids to customers. 


seen from the front. From 30 to 
50 coal and wood ranges are sold 
every year — about half of the 
number for cash, and from 50 to 
100 kerosene stoves are disposed 
of annually. Last year the store 
began to really go after bottle gas 
stove sales and sold 22 units. Bot- 
tle gas is sold by the firm in 20 |b. 
drums, delivery being accepted at 
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_ Competition”, 


Says E. W. Gray 


starting their own homes often 
come here to buy the same type 
stoves that their mothers use. A 
young married woman, who had 
not previously looked at stoves, 
came here recently and asked for 
the same model stove her mother 
had bought. The unit about which 
she inquired had been withdrawn 
in favor of a more improved 


model, so we sold her the improved 
model. 

“The chain stores have a set-up 
on major items that takes care of 
trade-ins. We tell people that we’re 
not giving anything away, as we 
can’t afford to do so. We tell a 
customer, ‘If your old stove has 
any value we will give you a fair 
allowance on it toward a new 
stove. We accept on a trade-in 
any stove that can be resold, with- 
out loss to the store. While we 
put such merchandise in good 
working order we do not dress it 
up in any way.” 

Merchandise is sold in a posi- 
tive way, without reference to 
competing outlets or their prod- 
ucts. “When talking to our cus- 
tomers we do not criticize the mail 
order and chain stores, but instead 
try to sell our merchandise and let 
the other fellow sell his,” says Mr. 
Gray. “We never worry about 
competition from the chain and 
mail order stores. We feel that the 
national stores got their name for 
low prices and that their system 
is to buy everything as cheaply as 
they can. If something new is in- 
troduced these stores get something 
as near to it as they can to sell at 
a lower price. Our policy is to 
carry quality lines all the way 
through. Our business is chiefly 
with farmers and we find that they 
like good quality merchandise. 
While we sell many of our major 
items for cash we do carry some 
on time payment plans, financing 
our own paper and charging in- 
terest on the balance due. 

“An example of our success in 
selling quality merchandise oc- 
curred last summer. The chain 
stores were selling rope at half 
the price we sold our rope, but 
ours was twice as good a quality 
as the lower priced product. We 
told our customers why our rope 
sold at a higher price and they 
bought it. We do well in selling 
pottery, handling items several 
times as expensive as the chains 
sell. Last year we turned a pottery 
stock, having a retail value of 
$200, about four times. Our cook- 
ing utensil lines are as good as we 
can get. We carry three or four 
grades and sell stainless steel uten- 
sils priced as high as $6.50 and 
$7.00.” 


(Continued on page 92) 























SK the average hardware 
dealer how much time a 
hardware wholesaler’s sales- 


man spends, on an average, mak- 
ing each call and how many calls 
a day the average jobber’s sales- 
man makes and he would prob- 
ably be at a loss to answer the 
questions. Yet the answers to 
these questions have a direct bear- 
ing on the operating costs of all 
branches of our industry. Lower 
costs per call mean lower over- 
head for the wholesaler. Lower 
overhead for the jobbers permit 











further expenditures for the im- 
provement of delivery and ship- 
ping services. 

Data supplied by 100 whole- 
sale houses, in all parts of the 
United States, employing a total 
of 1485 traveling salesmen (see 
schedule A) indicate the average 
number of calls per man, per day. 
is 7.6 plus, the average call tak- 
ing one hour and 15 minutes. 
The average salesntan calls on his 
prospects and customers at least 
once in 12 business days. Fifty- 
five of the 100 houses have their 





Hardware Age survey of 100 wholesalers shows their 


average salesman spends one hour and 15 minutes on 


each hardware store call, 


contacts more than seven 


dealers a day and visits each dealer-customer or dealer- 


prospect on an average of once every 12 business days. 


Daily calls have average total of eight hours and 45 


minutes, exclusive of traveling time. Greatest waste of 


time is due to delays in waiting to see dealers and in 
“doubling back.” 
A firm by firm summary is shown on pages 36 to 39. 








YY holesalers’ Salesmen Make 
Store Calls 


salesmen make calls but five days 
a week, 15 houses have their men 
make calls five-and-one-half days 
each week and 22 houses have 
their men make calls six days a 
week, 

Reports from 93 wholesalers 
employing 1422 salesmen _indi- 
cated these men make a total of 
10.811% calls a day, or an aver- 
age of 7.6+ calls a day (see 
schedule B—page 38). Eighty- 
seven houses reporting on the 
length of the average call, stated 
that their 1349 salesmen made 
calls averaging one hour and 15+ 
minutes (schedule C—page 39). 
Calls are made on each prospect 
or active account on an average 
of once in 12+ business days by 
1458 salesmen employed by the 
98 houses which reported on fre- 
quency of calls (schedule D 
page 40). 

Differences in territories cov- 
ered by the different houses and 
by the individual salesmen are, of 
course, governed somewhat by the 
distances between each call. Four 
wholesalers employing a total of 
36 salesmen reported that each of 
their men averaged but three calls 
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7 + Hardware 
Daily! 


a day. The largest average number 
of daily calls was that of a dis- 
tributor employing eight salesmen, 
each of whom averaged 30 calls 
a day. 

The length of the average call 
per man varied from 25 minutes 
to four hours per store. As to 
over long calls, the sales manager 
of one mid-western wholesale 
house places part of the blame 
on the dealer and part on the 
shoulders of the salesmen. He 
says, “It seems that most retail 
hardware merchants are in the 
habit of unnecessarily taking up 


By 
KENNETH A. HEALE 


Associate Editor 
of Hardware Age 


quite a good deal of the sales- 
men’s time. Then again the sales- 
man having become accustomed 
to this situation has a lot of jokes 
and other routine which, in my 
opinion, is not necessary.” 

The necessity of “doubling 
back” to get the attention of a 
retail store owner or buyer is, in 
some instances, responsible for a 





Schedule A 


Number of Salesmen Per House 
100 Houses Reported a Total of 1485 Traveling Salesmen 


Column “A” indicates number of houses 


Column “B” indicates number of salesmen for each. 


A B A B 
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Seven calls plus 
is a salesman’s 
daily average. | 
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low number of calls per day. 
Doubling back consumes a tre- 
mendous number of hours in the 
course of a week. While 55 houses 
reported that they had no com- 
plaints of this nature, nine dis- 
tributors complained that this was 
a trouble encountered by their 
men, and one house stated that 
this often happened. One dis- 
tributor reported that “doubling 
back” was a frequent occurrence 
met with in city stores, and 34 
wholesalers indicated that while 
this did not happen constantly. 
they had received complaints on 
that score from their men. 

While wholesalers gave the 
hardware dealer a pretty good 
bill of health as to calls that in- 
volve doubling back, they did 
complain of another time-wasting 
factor encountered in some stores 

-that of making the. salesmen 
wait for unnecessarily long _pe- 
riods to see the proprietor or 
buyer. Says the president of an 
eastern wholesaler regarding 
“doubling back” and “unnecessary 
waiting,” “Of our five outside 
salesmen three report that no 
doubling back is necessary. Ow 
men send out a call postal card 
indicating when they will call, giv 
ing the day and the time. Thus 
they do not have any great difh- 
culty along this line. We have 
one dealer who. is insistent that 
he have a call-card from the sales 
man, advising him what items the 
salesman intends to talk to him 
about. The dealer then checks on 
those lines and knows exactly 
what he wants to buy when the 
salesman arrives. For his regular 
fill-in orders this dealer keeps a 
want schedule so that he can 
quickly tell what he needs to 
order. This system benefits both 
the dealer and the salesman who 
calls on him. 

“Whether we like it or not. 
there is in every kind of business 
a certain type of buyer who feels 
it necessary to impress the sales- 
man with his own (the buyer’s) 
importance. My candid reaction to 
this type of buyer is that he loses 
more than the salesman does. In 
failing to create good will he loses 
the opportunity to purchase the 
best bargains. If there is a deliv 
ery problem such a dealer is one 
of the people whose order is kept 
at the bottom of the list.” 
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The Jobber’s Salesman 
Based on Reports from 
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Sales- 
men’s 
Calls 
Per 
Day 


3 
6 
5 
6 
10 
5 
13 

6 
10 
10 

6 
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Frequency 
of Calls 


every 3 weeks 


| every 2 weeks 


every 2 weeks 


| once a month 


every week 


every 2 or 3 weeks 


every week 

every 2 weeks 
every 2 weeks 
every 2 weeks 
every week 

every 6 weeks 
every 2 weeks 
every 2 weeks 
every 2 weeks 
every 2 weeks 
every 2 weeks 
every 2 weeks 
every week 

every 2 weeks 
every 2 weeks 
every 3 weeks 
every 2 weeks 
every week 


| every week 


varied 
every 2 weeks 


every 2-3 weeks 


every 2 weeks 
every 2 weeks 
every 2 weeks 
every 3 weeks 
every 2 weeks 
every 2 weeks 
every 3 weeks 
once a month 


every 2-3 weeks 


every 2 weeks 
every 2 weeks 


every 10-12 days 


every 2 weeks 


every 2-3 weeks 


every 2 weeks 


every 2-3 weeks 


every 4 weeks 


every 2-3 weeks 
every 2-3 weeks 


every 2 weeks 
every 2 weeks 
every 2 weeks 
every 2 weeks 
every 2 weeks 
every 2 weeks 


every 2-3 weeks 


every 2 weeks 


(This table continued 
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| 1% hours 





Length of 


Average Call 


1% hours 
1% hours 
1% hours 
45 minutes 


45 minutes 
2 hours 

45 minutes 
30 minutes 
21% hours 
1 hour 

45 minutes 
1 hour 

45 minutes 
40 minutes 
1 hour 

2 hours 
11% hours 
1 hour 

1 hour 

45 minutes 


1 hr. 45 min. 
2 hours 


30-45 min. 
1% hours 
1 hour 

3 hours 
11% hours 
45 minutes 
1 hour 
varied 


4 hours 

1 hour 

1% hours 
30 minutes 
50 minutes 
1 hour 

2 hours 
varied 

45 minutes 
1 hour 

1 hour 

3 hours 
1% hours 
30 minutes 
30 minutes 


1 hour 
1 hour 
1 hour 
1% hours 
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100 Hardware Wholesalers 


























| Complaints Personal 
| Reports on on Appearance 
Individual Calls | Doubling at 
Territories | *Regular Form | Back Headquarters 
no seldom every 2 weeks 
40 miles | daily jnot often every 60 days 
3000 sq. mi. | daily* ino varied 
60 sq. mi. | on complaints no every week 
60 accts. daily* no every week 
60 mi. radius weekly* no | every week 
oe | no no twice a week 
varied | no seldom every 2 weeks 
150 mi. radius each call* no every week 
varied | each call* ino every 2 months 
varied no ino | every 3 months 
varied no ino | every 2 weeks 
150 miles daily ino | every week 
200 sq. mi. each call* \very little | once a month 
varied | daily* ino | Once a month 
30 mi. radius daily* |\very few | every week 
100 accts. daily* ivery little | every 3 months 
3 or 4 counties daily* loften every 30-60 days 
5 counties no few | every 30 days 
60 towns daily* Ino | every 2 months 
8 counties daily* ion city calls | 3 or 4 times a yr. 
daily * lyes | every day 
varied no no | varied 
daily lsometimes | twice a week 
sometimes occasionally | twice a week 
varied no ” no | once a month 
30 sq. mi. 4 each call* \sometimes every 2 weeks 
150 sq. mi. daily sometimes every 4-6 weeks 
varied new men lvery little every 30 days 
40 mi. radius each call* ves every week 
varied daily* few | every week 
10 counties daily* ifew | every 3 months 
160 sq. mi. no \few | every week 
150 mi. radius no ino every week 
100 mi. radius each call* ino every week 
50 mi. radius daily* few every month 
100 mi. radius no no every week 
75 mi. radius weekly very little | twice a week 
112 accts. no no every month 
5 counties no no | every week 
no sometimes every week 
500 sq. mi. no no every week 
each call* lyes daily 
100 mi. radius no no every week 
| no no | daily 
126 accts. no ino every week 
| each call” yes monthly 
50 mi. radius no |sometimes every week 
varied on complaints sometimes every week 
150 accts. no sometimes every week 
varied no no every week 
60,000 sq. mi. no no every 3 months 
7 counties each call” yes every 6 months 
300 mi. no ‘no every week 
500-700 mi. weekly each call* ino every week 
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A southern wholesaler, whose 
men have no complaint on “dou- 
bling back,” says, “Salesmen ad- 
vise us that considerable time is 
lost when they have to wait to see 
buyers who keep them waiting 
while they attend to matters that 
could be just as well delayed until 
the salesman has left the store. 
Consideration of the salesman’s 
time, by buyers, would be a very 
valuable aid to the salesmen.” 

An eastern wholesale executive 
says, “Our salesmen complain of 
having to double back in their 
tracks to get the attention of buy- 
ers only in the inefficiently oper. 
ated stores. We would suggest 
that each dealer arrange a definite 
time for salesmen to call—a time 
which would be convenient to 
both the store and the salesman. 
At the present time 90 per cent 
of our dealers follow such a plan 
to the satisfaction of both the 
dealer and our salesman.” 

An executive of another eastern 
house says, “Our salesmen will 
not ‘double back’ unless there is 
a particularly good reason for 
doing so. When the salesmen can 
not see the buyers they try to con 
tact them on the telephone, unless 
their routes are so arranged that 
they can repeat the call when on 
their return to headquarters by 
way of that particular town.” 

A mid-western wholesaler tells 
us that, “‘doubling baok’ and 
wasting salesmen’s time are ver\ 
common complaints. Very often 
a merchant wastes a salesman’s 
time by, keeping him standing 
around when the dealer could just 
as well talk to the salesman—if 
only for a few moments.” An 
other wholesaler in the same state 
compliments dealers by saying. 
“There are very few complaints 
of this nature because the average 
dealer realizes the value of the 
salesman’s time.” 

Interesting are the comments on 
these two problems as made by 
the president of a western whole 
sale house. He says, “City sales- 
men are frequently asked to come 
back at a later time. This rarel\ 
happens to salesmen calling on 
country accounts. The greatest 
loss of time to our salesmen visit 
ing hardware stores in the coun 
try results from frequent inter 
ruptions of the sales interview 


when the buver or proprietor 
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stops to wait on customers or to 
visit with his friends.” 

While his salesmen do not have 
to “double back” another eastern 


jobber states, “They often have 


to wait for long periods while 
dealers chat with customers.”’ 
Another eastern distributor’s sales 
manager says, “I think the dealer 
could be a little more thoughtful 
as to a traveling salesman’s time. 
I don’t believe there are any buy- 
ers who intentionally waste the 
time of the salesman. However, 
in some stores the salesman must 
wait for everything else to be at- 
tended to before the buyer gives 
him any attention.” 

The president of a far-western 
wholesale house says that some of 
his salesmen complain that some 
dealers waste too much of their 
time. “In other words,” he says, 
“these dealers fool around and 
don’t seem to realize a traveling 
salesman’s time is valuable.” The 
sales manager of a southern house, 
opposed to “doubling back,” says, 
“Our salesmen do very little re- 
tracing to get the attention of their 
dealers. If they cannot get the 
attention of the dealer on the first 


Schedule B 
Number of Calls Made 
Per Day Per Salesman 


Average 
Number 
Number of of Calls 
Number of Sales- Per Day 
Houses men Per Salesman 
4 36 3 
1 11 3% 
7 66 4 
7 172 5 
3 61 5% 
16 378 6 
lv 129 7 
1 17 7% 
14 243 8 
5 38 9 
12 186 10 
2 11 11 
4 36 12 
1 3 13 
3 21 15 
1 3 18 
1 3 20 
1 8 30 





93 Houses, 1,422 Salesmen, 7.6 + 
Calls Per Day. 





Out of a total of 1485 salesmen 
employed by 100 houses reports 
were made on 1422 salesmen em- 
ployed by 93 houses. These figures 
indicate that the average salesman 
in the group makes 7.6+ calls per 
day. 
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The Jobber’s Salesman 








| | 





No. | Days | Sales- | 
z= are men’s | 
| Travel- Week | Calls | | 
ing | Calls | Per | Frequency Length of 
Men | Made | Day | of Calls Average Call 
56. | 10 | 5 12 | every week | 25 minutes 
57. 8 5 30 | every week Sere 
58. 50 6 6 every 2 weeks 11% hours 
59. | 5 | 5 | 10 | every week 30 minutes 
60. | 8 5 5 | every week 1 hour 
61 81 6 8 | every week 1% hours 
62. | 3 i cud oersiac | 20 every week 35 minutes 
63. | 23 5% | 8 | every 10 days Secon 
64. aa 5 1% | twice a month | 1 hour 
65. | 5 5 | 6 | every other week 1 hour 
66., 12 | 5 15 | every week 30 minutes 
67. | 10 5 8 |{65 every week || varied 
| | |\5 every other week / 
68. | 75 6 | 6. | every 2 weeks 11% hours 
69. 12 5% | 8 every 2 weeks | 1 hour 
7. | 9 6 | 9 | every 2 weeks | 1 hr. 10 min. 
71. 16 5 6 every 2 weeks | 1 hour 
72.' 13 6% | 7 | every week 1% hours 
73. 8 6 7 | every 2 weeks | 1 hr. 15 min. 
74. 25 5 10 every 2-3 weeks | 1 hr. 15 min. 
76. 75 6 5 | every 2 weeks | 11% hours 
76. 8 5 8 | twice a month | 1 hr. 10 min. 
77. 3 5 18 | every 3 weeks Lveewnsanas 
78. 4 5 10 | every 2 weeks 45 minutes 
79. 4 5 10 | every 3 weeks | 1 hour 
80. 3 5 15 | every 1-3 weeks | 1 hour 
81. 6 5 10 | every 4 weeks | 45 minutes 
82. 25 6 7 | every 2 weeks | 45 minutes 
83. 8 5 8 every 2 weeks | 1 hr. 15 min. 
84. 8 5% 8 | every 2 weeks | 1 hour 
85. 11 5 | 31% | every 2 weeks 2 hours 
86. 7 re 9 10 days-2 weeks | 35 minutes 
87.| 365 6 | 6514 | every 2 weeks 1 hr. 50 min. 
88. 8 5 6 | every 2 weeks | 1 hr. 15 min. 
89. 42 6% 6 | every 2 weeks 1% hours 
90. 6 6 | 4 | every 2 weeks | 1 hr. 45 min. 
91. | a eee Bsns | every 2 weeks a a 
92. Se 5) | 8 every 3 weeks 40 minutes 
93. 13 5% 4 every week | 2 hours 
94. 3 5 6 | twice a month 60 minutes 
95. 11 5 every week 30 minutes 
96. 10 | 5 ......| Varied rere 
97. 10 5 7 | every month 2 hours 
98. 12 6 8 every 2 weeks 1 hour 
99. 10 5 8 every 10 days 1 hr. 15 min. 
100. 18 5 12 every week | 25 minutes 


call they go on to the next ac- 
count. Personally, I think ‘dou- 
bling back’ on a call is bad prac- 
tice and can be avoided by the 
salesman making it clear to the 
dealer that he has too many other 
accounts to permit retracing on 
his calls.” 

An eastern house eliminates 
“doubling back” by having _ its 











salesmen make their calls at ap- 
proximately the same hour of the 
same day, every two weeks. This 
company’s sales manager says. 
“In this way the customer antici- 
pates the visits and, in many cases, 
is waiting for the salesman.” 
Another jobber in the same state 
says, “Our regular salesmen do 
very little ‘doubling back.’ If the 
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and His Day (Continued) 

















Complaints Personal 
Reports on on Appearance 
Individual Calls Doubling at 
Territories *Regular Form Back Headquarters 
each call* Ino every week | 
no no every week 
300 mi. a week each call* no once a year | 
100 mi. no no every week 
100 mi. | no no every week 
varied each call* ‘no every week 
30 sq. mi. no lyes every other day 
varied no sometimes every 2 weeks 
varied no not often twice a month 
100 mi. radius each call* ino every week 
varied no ino every week 
varied no ino every week 
4 counties no no every 30-60 days 
50 mi. area each call* no every week 
up to 900 sq. mi. no ino every 3 months 
150 mi. no no every month 
650 mi. radius daily* ino 4 times a year 
260-500 sq. mi. no not often 4 times a year 
6-7 counties each call* yes every week 
60 mi. radius daily* yes every 2 months 
400 mi. a week each call* Ino every week 
be ae no ino every week 
60-75 mi. radius no \not often twice a week 
150 mi. radius no not often every week 
100 mi. radius no sometimes every week 
50 mi. radius no (no every 2 months 
varied no no every 2 weeks 
50 mi. radius no no 4 times a year 
varied each call* ‘no every 3 weeks 
varied no very little every week 
250 sq. mi. no very little daily 
55 towns daily* ino 5-6 times a year 
50-75 mi. each call* ino every week 
30 towns daily* not many once a month 
3-4 counties no |sometimes every week 
varied every week* no every week 
50-75 mi. radius each call* no every week 
100 sq. mi. daily* Ino every week 
80 mi. radius no no every week 
50-76 mi. radius no very little every week 
varied daily lsometimes varied | 
aa oats each call* yes every 6 weeks 
200 sq. mi | each call* ‘not often every 45 days 
Pea as .| no seldom every week 
30 mi. radius | every week* no every week 


dealer is away or for some reason 
cannot see our salesman, the sales- 
man usually calls the dealer on the 
telephone later in the day.” A 
mid-western sales manager says, 
“Our salesmen follow a definite 
schedule so that the dealer knows 
when to expect them and is ready 
to see them.” 
Says another 


eastern whole- 
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saler, “Our salesmen have been 
complaining for some time, espe- 
cially the local salesmen, of the 
difficulty they have in getting in 
and out of a man’s place of busi- 
ness without spending an unrea- 
sonable length of time. Our sales- 
men are naturally ready to give 
all the time that a customer needs 
in connection with his purchases 


or for the discussion of any busi- 
ness problems the dealer may 
have. Many dealers, however, 
keep our salesmen needlessly long 
because of their failure to main- 
tain ‘want books,’ or because they 
allow themselves to be interrupted 
by customers whom their sales 
clerks could just as well serve. 
Other dealers make unjustifiably 
longer the calls our representa- 
tives make by not giving thought 
to the fact that the salesman’s 
only stock in trade is his ability 
and his time.” 

Another eastern wholesaler 
says, “We do not have much 
trouble of this kind as we send 
each dealer a card advising the 
day and approximate time our 
representative will call and asking 
the dealer to leave an order if he 
is going to be away from the store 
at the time our salesman calls. 
Once in a while the dealer will 
forget to leave the order, in which 
case our salesman will have to re- 
turn the next day.” 

A southern wholesale house 
sales manager says, “Our sales- 
men do very little retracing to get 
the attention of their dealers. 
They do not usually ‘double back’ 
when the buyer or proprietor is 
out. I think the practice of ‘dou- 
bling back’ is a bad one and can 
be avoided if the salesman makes 





Schedule C 
Length of Average Call 
by Wholesale Salesmen 

Based *on reports for 1349 
salesmen employed by 8&7 
houses, the average per call is 
1 hour and 15 minutes, plus. 


Num- Num- - 
ber of berof Average 
Houses Salesmen Call 

2 28 25 min. 
7 67 30 min. 
2 10 35 min. 
1 15 30-45 min. 
2 17 40 min. 

11 167 45 min. 
2 7 50 min. 

23 272 1 hr. 
2 17 1 hr., 10 min. 
5 59 1 hr., 15 min. 

16 491 114 hr. 
2 36 1 hr., 45 min. 
1 35 1 hr., 50 min. 
7 83 2 hr. 
1 25 214 hr. 
2 18 3 hr. 
1 2 4hr. 





87 Houses, 1,349 Salesmen, 1 hr., 
15+ min. 
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Schedule D 
Frequency with which Salesmen Call 
on Customers or Prospects 


1458 Salesmen Employed by 98 Houses Make Calls on an 
Average of Once in 12 + Days. 





Number Total Number 
of Houses of Salesmen Frequency 
17 327 Weekly 
2 33 Every 10 days 
1 4 Every 10-12 days 
1 3 Every 1-3 weeks 
1 7 Every 10 days—2 weeks 
(5 every week) 
1 10 Every week, every other week 
(5 every other week) 
50 864 Every 2 weeks 
3 28 Twice monthly 
9 98 Every 2-3 weeks 
7 57 Every 3 weeks 
2 8 Every 4 weeks 
3 17 Monthly 
1 7 Every 6 weeks 
2 27 Varied 
100 Houses 1,485 Salesmen 








it clear to the dealer that he has 
too many other accounts to permit 
retracing. In most cases the deale: 
will give the salesman a hearing 
when he realizes the problem of 
the salesman. I believe that most 
salesmen try to cover too much 
territory. They have a certain 
number of established accounts 
on which they depend for sup- 
port. I believe that if salesmen 
had much smaller territories 
which would necessitate their be- 
ing on the lookout for new busi- 
ness and would work their terri- 
tories closer, and would call on 
the accounts they have been pass- 
ing up, we could increase our 
traveling force and secure a 
greater volume of business. Re- 
cently we cut in half the territory 
of a salesman who had been cov- 





Schedule E 
Number of Days a Week 
on Which Salesmen Make 

Calls” 


Calls 5 days a week 
55 houses employing total of 518 
salesmen 
Calls 5% days a week 
15 houses employing total of 316 
salesmen 
Calls 6 days a week 
22 houses employing total of 574 
salesmen 
Did not indicate 
8 houses employing total of 77 
salesmen 





10 


ering a large territory for more 
than 30 years. He is selling 
within a few hundred dollars a 
month, in his smaller territory ol 
what he did in his former terri- 
tory. The salesman who got the 
other half of his territory in- 
creased sales $2000 in one month 
over what that half had originally 
produced.” 

Since there is such a variety in 


Schedule F 
Personal Appearance of | 
Salesmen at Company 


Headquarters 
Num- 
Num- ber of 
ber oft Sales- 


Houses men _ Frequency 


4 29 Every day 

1 3 Every other day! 
5 55 Twice a week | 
47 505 Every week 

6 93 Every 2 weeks | 
1 17 Twice a month 
1 8 Every 3 weeks 

2 32 Every 30 days 
8 117 Once a month 
1 17 Every 4-6 weeks| 
1 10 Every 6 weeks | 
1 12 Every 45 days | 
2 87 Every 30-60 days! 
1 53 Every 60 days | 
4 120 Every 2 months’ 
8 153 Every 3 months) 
1 13 3-4 times a year! 
1 35 5-6 times a year, 
1 20 Every 6 months! 
1 50 Once a year 

3 56 Varied 





100 Houses, 1,485 Salesmen. 


the terms in which sales managers 
express the territories covered by 
their men, it is not practical to 
determine any average as to indi- 
vidual salesmen’s territories. How- 
ever, the comments of the south- 
ern sales manager quoted in the 
preceding paragraph give much 
food for thought. In the matter 
of wasted time, there is fault on 
both sides—some salesmen obvi- 
ously do not use their time to the 
best advantage, while others are 
handicapped by having to wait 
too long for buyers or proprietors 
to tend to less urgent matters. 
Those wholesalers who have their 
dealers informed as to the ap- 
proximate hour and the exact day 
on which their salesmen will call 
seem to have pretty much of an 
answer to the problem of “dou- 
bling back.” It would appear as 
though those wholesalers whose 
salesmen have to wait for the 
dealer’s (or buyer’s attention) 
would do well to send their deal- 
ers friendly letters outlining the 
extent to which costs are increased 
—both for the dealer and the job- 
ber when a salesman has to wait 
in a store an unnecessary length 
of time or is forced to “double 
back.” Dealers can save them- 
selves from lost sales, help con- 
serve the salesman’s time and thus 
cut down on both the wholesalers’ 
costs and their own by keeping 
“want books,” a practice followed 
by many dealers. 

While 55 houses have their 
salesmen make calls calls but five 
days a week, their total number 
of salesmen is 518, or less than 
35 per cent of the salesmen whose 
programs have been summarized. 
Fifteen houses, employing 315 
(Continued on page 82) 








Schedule G 
Reports on Calls Made 


47 houses do not require reports on 
calls at all 

22 houses require reports on each 
call on a regular company form 

6 houses require daily reports, in 
the salesmen’s own style, out- 
lining all calls made 

18 houses require daily reports, a 
special form being provided for 
this purpose 

4 houses require weekly reports, 
listing all calls, on a standard 
form 

2 houses require reports only on 
complaints 

1 house requires reports on all 
calls made by new salesmen 
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All those visit- 
ing either office 
or second floor 
must first pass 
through this de- 
partment at the 
rear of the store. 


New Department Lncreases 


Paint Sales 25 Per Gent 


AINT sales have always been 
Pre in the hardware store 

of the L. H. Kurtz Co., Des 
Moines, Iowa, but sales of paint 
and related lines were increased 
when the firm put in a more mod- 
ernly designed paint department 
at the time a new line was taken 
on. That the idea of the new de- 
partment “clicked” was proven by 
the fact that paint sales showed a 
25 per cent increase last Novem- 
ber, December and January over 
sales for corresponding months a 
year previous. 

The new set-up has helped to 
get more people into the depart- 
ments at the rear of the store. 
While another line of good paint 
was previously displayed where it 
could be plainly seen, the new de- 
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Up-to-date section also serves 


to increase store traf fic for 


L. H. Kurtz Co. of Des Moines, Towa 


partment is so attractive that no 
one could possibly enter the store 
without immediately noticing it. 
L. C. Kurtz, president of the 
company, comments on the changes 
as follows: “When we decided to 
change our paint line and adopt 
a new department set-up, we an- 
nounced the fact by means of spot 
broadcasts on the radio and with 
newspaper advertisements. Adver- 
tising served to clear out fully 


66-2/3 per cent of the old stock. 
Our sales of the new line of paint 
have increased 25 per cent since 
the installation of the new depart- 
ment, exclusive of the volume done 
on the line which has been discon- 
tinued. People are interested in 
our paint department more than 
ever before because it is attractive, 
well lighted and well stocked.” 
The new paint department is 
finished in various shades of green, 
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the front panels being attractively 
painted in three different tones. 
The word “Paints” above the en- 
trance stands away from its back- 
ground and is illuminated by 
means of concealed lighting. The 
interior is attractively illuminated 
with lumiline lights, concealed 
lights calling attention to the lines 
of brushes and putty knives dis- 
played in cases on the rear wall. 
In the center is a manufacturer’s 
display stand surmounted by a 
blinking light sign. Color cards 
and other sales aids are kept in 


the cabinet the sides of which are 
removable and interchangeable. 
At least two cans of paint, etc., 
in each size and shade are kept in 
the display room at all times. 
Small orders are filled directly 
from the shelves and surplus stock 
is kept in the basement for filling 
the larger orders. The practice of 
showing the complete line in the 
department emphasizes the variety 
of shades and sizes offered and 
makes it possible to show the wide 
line in a compact space. A manu- 
facturer’s catalog is always kept 
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A 4AMP THAT “TENDERIZES" 
TOUGH CUTS OF 
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SICKLES WITH TEETH WERE FORMERLY USED IN 
SCOTLANO..7WE TEETH WERE CUT WITH HAMMER ANO 
CHISEL ON AN /RON ANVIL.... 


OF THE LATE /97# 
CENTURY, THOUGH VERY 
CLUMSILY-CONSTRUCTED.. 
THE HANDLE “REVOLVED" 
THE BARRELS (NTO LINE 
WITH THE MUZZLE. 











within easy reach of the customers. 

The entire department was 
painted with the paints and 
brushes handled by the store, the 
work being done by a professional 
painter. Several coats were used 
and the surface was rubbed down 
so that now the department pre- 
sents a first class advertisement 
for the quality of the paint it 
handles. 


Brush Problem Solved 


“The old paint department was 
located along the wall of the store 
and had a dark finish shelving,” 
says Mr. Kurtz. “Some of the 
brushes were kept on open tables. 
People could take them away and 
did take them away. We accord- 
ingly kept our higher priced 
brushes in drawers where they 
were out of sight. This made it 
difficult for the clerks to determine 
the prices on the different sizes 
and types. Our new line of brushes 
has the prices marked right on the 
handles and is displayed in cab- 
inets where people can easily see 
them but from which they can only 
be removed with the knowledge 
of the salesmen. In the old de- 
partment paints and brushes were 
displayed separately. 

“Since adopting the new set-up 
we have had many new paint cus- 
tomers. The new department at- 
tracts more people to the back of 
the store with the result that they 
see more displays of merchandise 
than they formerly saw. All peo- 
ple going to our office on the mez- 
zanine floor or to the display room 
on the second floor must pass 
through the paint department in 
order to reach the staircase. 


Appeals to Women 


“This new section has a stronger 
appeal for women than had the old 
one. People who intend to paint 
their homes come to see our dis- 
play and, after receiving a color 
card and looking at the color com- 
bination device, will insist that 
their painters buy our paint. When 
a woman sees a color she fancies 
she wants to have that exact color 
for her own home. Had we the 
room we would have chairs and 
settees in this department.” 
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1939 Wil Be a Big Year 
for W eddings 


Weddings delayed by the recession of 


By. 
J. RODMAN KEAGY 


OW big a slice will Amer- 
ica’s brides make in 1939's 


business cake? 

That economic conditions and 
marriages fluctuate in direct pro- 
portion to each other is shown 
conclusively by the annual study 
on marriages just completed. The 


number of marriages in the 
United States last year fell off 
nearly 13.5 per cent from 1937. 
Economic conditions, new health 
laws and other marriage regula- 
tory measures caused thousands 


1938 are now taking place. June the 


most popular month for marriages with 


September and October next in line 


to postpone their wedding plans 
last year. Undoubtedly this year’s 
weddings will far exceed last 
year’s, as anticipated business im- 
provement loosens the backlog in 
this jam of “frozen” romances, 
and as the dread of compulsory 
health examinations disappears. 
It is estimated that there were 
approximately 1,285,300 mar- 
riages in the United States last 
year, as compared with the 1937 
estimate of 1,484,468 marriages. 
Fifty of the largest American 


EDITOR’S NOTE: This article originally 


appeared 


in the Jewelers’ Circular-Key- 


stone, a publication affiliated with Hardware 
Age. We are republishing it because wed- 
dings are as important to hardware dealers 
as to jewelers. 
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cities, with an aggregate popula- 
tion of 31,033,866, or one-quarter 
of the nation’s population, re- 
ported that they had 321,327 mar- 
riages in 1938. These same cities 
reported 371,117 “marriages in 
1937; 354,720 in 1936; 328,818 
in 1935 and 325,932 in 1934. 

The only large cities surveyed 
to show increases in the number of 
marriages last year over 1937 were 
St. Louis with an increase of 38.5 
per cent; Toledo with 24 per 
cent; Louisville with 12 per cent; 
Hartford, Conn., with 11 per 
cent; Bridgeport, Conn., with 3 
per cent; Indianapolis with 2 per 
cent and Springfield with less 
than one per cent. 

“The most important reason for 
the unusual increase of marriages 
in St. Louis during 1938 as com- 
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pared with 1937, was the Mar- 
riage Health Law of our sister 
state, Illinois,’ comments H. O. 
Whiteside, director of research 
for the St. Louis Chamber of 
Commerce. 

“A very large number of the 
marriages recorded at St. Louis 
are accounted for by residents of 
Illinois coming to St. Louis to 
marry, in order to avoid the ex- 
amination required under Illinois 
law. 

“A second cause of increase in 
marriage licenses issued is the 
economic condition of St. Louis. 
The city did not suffer in the late 
1937-early 1938 recession to the 
extent that some other cities did. 
During the latter half of 1938 
business activity picked up sharp- 
ly and as is usually the case when 
this happens, the marriages in- 
creased.” 

This reason for the big in- 
crease for St. Louis is reflected 
in Chicago’s drop of 26 per cent. 
[llinois is operating under a 
three-day notice intention law and 


a law requiring a medical ex- 
amination. 

New York City’s marriages fell 
off by nearly 16 per cent, largely 
because of a new health law which 
became effective on July 1, 1938. 

In this connection it is inter- 
esting to note that Connecticut 
cities, which showed losses in 
1937 and 1936, picked up last 
year as a result of the public’s 
reconciliation to such provisions. 
Connecticut, the first of five states 
to require health examination 
from both parties to a marriage, 
dropped from 11,109 licenses in 
1935 to 7,347 in 1936, the first 
year that regulations were in ef- 
fect, while figures in neighboring 
New York counties increased pro- 
portionately. 


Tests Required 


Connecticut, New York, Wis- 
consin, [Illinois, New Jersey. 
Rhode Island and New Hamp- 
shire now require both individuals 
to submit to Wassermann or simi- 








lar laboratory blood tests. A 
physician’s certificate is required 
for males in Alabama, Louisiana, 
Michigan, North Carolina, Ore- 
gon, Texas, Washington, Wiscon- 
sin and Wyoming. 

The time element has also had 
a marked effect on the number of 
marriages. Year by year states 
are making it more difficult, for 
starry-eyed couples, motivated by 
love or strong drink, to make their 
hasty alliances at some Gretna 
Green. 

One of the most famous of all 
American Gretna Greens, Elkton, 
Md.—a small town which drew 
regular patronage from five or 
more states—lost its principal dis- 
tinction when, on Nov. 8, 1938, 
Maryland voted to require a wait 
of 48 hours between the time of 
issuance of the license and the per- 
formance of the wedding cere- 
mony. 

As a result of this the license 
issuance at Elkton dropped from 
2311 in October to 1844 in No- 

(Continued on page 83) 








Issue of Marriage Licenses, Month by Month, During 1938 in 50 Cities 








JAN. FEB. MAR. APR. MAY JUNE JULY AUG. SEPT. OCT. NOV. DEC. 1938 1937 1987 
SAME, Oso cvcnsnccccicce 169 121 159 167 221 299 200 280 211 236 250 227 2,540 2,650 — 4.15 
ALBANY, Es, cesarecescos 58 63 91 129 298 27 67 1 83 64 48 1,086 1,193 —13.16 
*ATLANTA, .. oaeees 212 206 220 247 283 874 320 320 325 270 258 357 8,392 3,551 — 4.47 
BALTIMORE, MD. ......... 573 548 460 680 637 1,009 599 7187 759 749 775 563 8,139 8,486 — 4.08 
"BIRMINGHAM, PAUA: eoeee 352 366 880 434 412 476 385 436 532 486 456 600 5,315 5,839 — 8.93 
BOSTON, MASS. ........... 467 362 453 572 791 849 546 826 731 716 546 520 7,369 7,817 — 5.73 
DU Mis Be ccncsecees 222 263 155 289 493 = 1,281 95 274 263 282 261 182 4,000 5,406 —26.00 
*CHICAGO, ILL. ........... 1,608 1,779 1,617 2,616 3.450 4,058 2,351 3,381 3,056 2,749 2,592 1,954 31,106 39,617 —21.48 
*CINCINNATI, O. .......... 220 227 195 297 401 557 293 369 357 334 378 279 3,907 4,070 — 4.00 
*CLEVELAND, O. ......... 504 556 408 595 853 1,182 745 =—1,015 859 797 769 594 8,827 9,678 — 8.74 
*COLUMBUS, O. ........... 158 169 160 169 192 346 227 224 258 215 218 251 2,582 2,995 —13.78 
“DALUMAS, TEE. .0.cccccces 310 313 807 871 353 492 $71 368 405 415 392 557 4,654 4,748 — 1.98 
DATE, On coccccccccsess 82 118 122 184 129 141 148 185 142 162 1,544 1,722 —10.38 
DENV be secceccccece 170 157 168 205 284 367 252 293 259 220 227 259 2,811 8,228 —12.78 
*DETROIT, MICH. ......... 64 563 582 869 1,096 1,215 924 1,166 1,010 654 992 902 10,503 22,466 —53.24 
*FLIN Me 6bnccecseece 77 51 87 90 104 / 90 101 104 98 127 114 1,100 2,269 —51.52 
*FORT W Mm, TEX. ..... 79 174 146 209 195 298 221 226 216 237 191 263 2,555 2,929 —12.76 
*GRAND RAPIDS, MICH 61 73 69 132 175 218 112 175 154 157 163 105 1,594 2,073 —23.10 
HARTFORD, CONN. ....... 53 39 71 101 129 76 97 108 130 80 83 1,026 921 +11.40 
*HOUSTON, TEX. ......... 395 433 394 462 427 615 450 472 476 553 509 610 5,796 5,967 — 2.8 
*INDIANAPOLIS, IND 319 296 293 411 394 607 390 446 453 603 458 487 5,057 4,963 + 1.89 
JERSEY CITY, N 186 217 123 255 274 455 198 217 255 259 214 193 2,84 3,189 — 9.3 
KANSAS CITY, MO. ....... 219 203 239 835 315 436 288 334 373 357 350 360 3,809 4,261 —10.60 
*LOS ANGELES, CAL 1,673 1,479 1,579 1,751 1,994 2,932 1,985 2,958 2,482 2,010 1,973 2,100 24,911 25,606 — 2.71 
*LOUISVILLE, KY. ........ 214 270 222 30 324 487 320 311 326 341 391 3,792 3,383 +412.09 
*MEMPHIS, TENN. ...... 176 146 129 174 137 194 149 161 126 147 187 228 1,954 2,084 — 6.23 
MILWAUKEE, WIS. ........ 228 287 229 255 557 761 404 482 517 886 455 254 5,315 5,787 — 8.15 
*MINNEAPOLIS, — -.» 253 261 241 369 591 657 350 521 509 446 360 312 4,860 5,261 — 7.62. 
NEWARK, N. J. os wes 299 338 214 386 382 659 313 219 441 372 348 233 4,204 4,917 —14.50 
NEW ORLEANS, LA. ...... 227 225 207 214 23) 3 276 231 303 268 259 275 3,099 3,161 — 1.96 
NEW YORK, N. Y........+- 6.411 4,676 6,407 6,024 7,546 12,402 2,156 5,392 4,852 65,216 4,574 4,803 68,458 81,363 —15.85 
*OAKLAND, CAL. ........ 279 260 231 307 33: 652 369 439 410 382 335 374 4,271 4,594 — 7.08 
*OKLAHOMA CITY, OKLA. 189 173 184 200 195 260 193 237 213 246 159 265 2,514 2,959 —15.03 
*OMAHA, NEBR. .......... 128 186 91 111 199 255 126 167 168 162 159 119 1,820 1,941 — 6.28 
*PHILADELPHIA, PA. ..... 8382 729 818 995 1,862 1,601 715 1,875 1,228 1,095 1,114 1,026 12,885 14,108 — 8.63 
*PITTSBURGH, PA. ........ 0 587 427 762 1 1,237 760 =1,021 728 768 844 621 9,273 11,650 —20.40 
*PORTLAND, ORE. ........ 103 109 97 155 196 297 191 272 203 195 184 98 2,100 2,353 —10.75 
PROVIDENC B. ccccces 133 113 139 406 105 173 119 208 193 204 170 98 2,061 2,750 —25.05 
ROCHESTER, N. Y. ........ 107 127 130 199 279 =—:1,071 46 129 148 170 139 115 2,660 ,962 —10.19 
*s onan” MINN. ......-. 161 135 116 217 313 382 210 314 302 281 222 148 2,801 3,035 — 7.7 
ST. LOUIS, MO. ........... 6 659 581 967 1,006 1,464 949 §=61,069 = 1,15 1,14 1,200 1,016 11,783 8,507 +38.50 
SgALT LAKE CITY, © eps 160 154 165 203 239 419 197 284 02 3 211 188 2,73 3,086 — 9.91 
*SAN ANTONIO, TEX...... 238 260 227 304 271 402 302 288 272 310 311 371 3,556 3,754 — 5.27 
*SAN FRANCISCO CAL 487 403 365 467 465 738 528 552 601 452 506 424 5,938 6,635 —10.50 
*SEATTLE, WASH. ........ 00 821 298 381 407 679 464 514 518 44 447 424 5,191 5,651 — 8.15 
SYRACUSE, N. Y. ......... 66 60 45 108 132 814 46 107 112 9 91 46 1,223 1,458 —165. 
LEDO, O. ...ccccccscees 289 268 256 300 366 461 332 417 368 450 440 453 4,400 8,544 +24.15 
LSA, OKLA. ........... 115 118 101 147 148 180 137 159 169 163 136 195 1,768 1,939 — 88 
*WASHINGTON, D. C. ..... 352 267 223 382 331 601 3 453 392 423 393 433 4,618 6,882 —82.89 
WORCESTER, MASS. ...... 88 86 61 114 175 206 117 216 140 179 182 116 _1.689 1,889 —11.41 
TOTAL, 2 cccccccccccccccs 20,830 19,937 19,441 25,879 30,846 45,458 21,411 30,505 28,535 27,606 26,147 24,782 821, 327 $71,117 —13.42 


* City figures massed with those for entire county, parish or district in which located. 
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‘These Letters Get Results 
When Bills Are Unpaid 


Five cash-getting letters for those slow 
accounts. We hope only one will be needed 







No. | 

The first letter gives a gentle 
nudge to the customer's memory. 
It just lets him know that the 
dealer is not forgetting him 






Dear Mr--*° 


Thank yout 










No. 2 
This follow-up is an attempt 
to get the cash before next 
month's statements are mailed. 











this 20 
Mreosee ratements chases 
on april first S a check on felt 
pot yer ee alt gure, 
ages our policy: 

which & 
arrow margin OF its 
realise the W. of these al 
Because omodatiods you will 


a 1 sure 
paraware Store Bots merely Lisi’ 1 feet ne past due 








No. 3 

Another monthly statement has 
been sent and still no remit- 
tance. This letter, thoroughly 
friendly in tone, states the 
firm's policy in such matters 














The 
fact ieee °, . 
tr, S mo 
No. 4 T have wasp o Tuary ene T cal) 
have not ed two On yo Your atte 
Two weeks have passed since delay 8dviseq me okS, but py “Count wp, Mtion to th 
the last statement and still al U hay © no past d - 
no remittance. So the dealer Please be ual COnd4 tion eevRent,and 
: u 
decide to let down the bars = Pevision =? os USing this 
and try to get some results ext of 8ccoun Pa 
Count; S,Which tems ber 
You You, "211 be Ore tp 
Sure, ang Tealize ss a first of 
I the 
Patronage actke this opp 2°28blenes 
Dear Mr..... *PPreciatey ” Wity to cane my Tequest I 
s “~~ YOu thay —?* 4m 
I cannot understand why you have ignored my requests for a * Your 


settlement of your account. 


It has now been (state time) since you made these purchases 
from me. Although the account is long past due we have tried 
to be reasonable and lenient with you,but we cannot permit No. 5 
the situation to continue. Here is the final letter that 


Unless you pay this account within ten days,or give us a lays the cards on the table. 


satisfactory. explanation of your failure to do so,we shall be The delinquent customer gets 
forced to turn the matter over to our attorneys for immediate ten days" in _which to remit—or 
handling. else. This is the letter that 
starts things moving—either a 

I dislike even to mention such harsh measures,and sincerely remittance or a legal action. 


trust that you will not force us to take this step. The de- 
cision is now up to you. I shall await your answer. 








MAY 18, 1939 











AWN goods should be featured 
| at the peak of the 
season and the display on 
this page suggests a possible ar- 
rangement. Be sure to feature both 
quality and price mowers and 
lawn hose. The merchandise selec- 
tion for the window should always 
emphasize that you carry both 
popular priced as well as high 
quality goods. 

Grass mats on the floor of this 
display will add to the general ef- 
fectiveness and two display units 
from the HARDWARE AGE inter- 


changeable display fixtures are 


used as bases for the lawn mowers. 
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Show cards should be used on lawn 
mowers, hose, grass seed and 
plant food in the display. 

Table displays in the store 
should tie in with this window and 





It’s ‘Time 7 Feature 


feature items should be mentioned 
in the advertising. Mass displays 
have been suggested below for the 
tables. Platform space should 
show samples of trellis and various 





Lawn Goods Display 


Merchandise: Lawn mowers, grass catchers, trellis, flower bed bor- 
der, grass seed, plant food in bags and small packages, hose, hose 
reels, sprinklers, nozzles, hose menders, hose connectors, rubber 
washers, insecticides, weeders, sprayers. 


Backgrounds: Merchandise backgrounds of ‘several designs of trel- 
lis and flower bed border is most effective type to use with this 


display. 


Suggested Mass Displays for Tables: Hose in 25-ft. coils grass seed 
in packages, plant food in packages, grass catchers. 
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types of flower bed border. Plat- goods as shown in the window 
forms in the center of the store above can easily be made by hard- 
or along the sidewall could be ware dealers. By showing all the 
used. related items in this line a very 

The complete showing of screen favorable impression is created 








Screen Door and Window Display 


Merchandise: Screen doors, adjustable window screens, black, pearl 
or bronze screen cloth, screen door locks, latches, bumpers, checks, 
hinges, screen numbers, screen door sets, tacks, screen enamel, paint 
brushes, fly spray, sprayers. 

Background: Center panel of dark yellow corrugated board. Cut out 
letters of dark blue board. Two types of screen doors are used on 
each side. 


Suggested Mass Displays for Tables: Adjustable window screens, 
fly spray, sprayers and screen enamel. 
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Screen and Lawn Goods! 


about the store and additional 
suggested sales are possible. Mer- 
chandise should be competitively 
priced where possible. 

Fly spray, adjustable window 
screens, screen enamel, several 
types of wire cloth are featured. 
Wire cloth should be shown in full 
rolls. Four units of the HARDWARE 
AcE interchangeable display fix- 
tures are used to build up mer- 
chandise in the back of the window. 
Very attractive table displays can 
be developed from this merchan- 
dise. Mass displays of feature 
goods listed above should be ar- 
ranged. 








By 
Roy F. SouLr 


MONG the most fascinating 
A of entertainers is that musi- 
cal jack-of-all-trades known 
as the one-man band. Equipped. 
sometimes, with as many as a 
dozen different musical  instru- 
ments this factotum of energized 
sound mixes mechanical ingenuity, 
athletic dexterity and mental in- 
tensity with an abandon which sel 
dom fails to gladden the heart 
Watching him is not unlike ob 
serving a three-ring circus. It’s a 
thrill to the eyes. ears and emo 
tions. 

Some stern advocate of prac 
tical athletics once decreed that 
bucking wood worked more mus 
cles than any other form of human 
exercise. He probably had an axe 
to grind. Certainly he never saw 
a one-man band in action. 

It’s a wonder some keen movie 


manager, who needs business, 


hasn’t staged a One-Man Band 
Marathon 


There must he a lot 
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ne-Man Band 








uns Down 


It’s fascinating to watch a musical 


jack-of-all_trades but there’s very 


little pleasure in watching the same 


type of talents running a business 


vf people who would pay to see 
what really happens when a one- 
man band runs down. That some 
one organ, of the musical syn- 
copater’s anatomy will eventually 
weaken, is inevitable. In that way 
the individual band is like a one- 
man store. 

These singular business institu- 
tions are a multitude. Like mush- 
rooms, they spring up over night. 
Like cobwebs, they are brushed 
away but. persistently. they sprout 


| eee" 
RETHILING 









“Like mushrooms they 
spring up over night.” 





again and again. Eliminate the 
failures of one-man stores from 
hardware bankruptcy or forced 
sale figures and percentages de- 
cline sharply. 

Why? 

To answer such a question in- 
telligently we must know who 
starts one-man stores. Investiga 
tion quickly informs us that most 
of them are located in cities and 
that 10 out of every 12 are owned 
by craftsmen like plumbers, tin 
ners, radio men and electricians 

These skilled workmen usually 
start their business careers by do- 
ing outside jobs after they have 
finished a regular day’s work on 
another man’s pay roll. That isn’! 
so easy in a small town but in a 
city such activity is usually un- 
noticed. Such outside earnings 
frequently assume wage propor 
tions. Eventually many such am 
hitious men go into business for 
themselves. 
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- Quickly the embryo contractor 
realizes the necessity of a central- 
ly located place of business where 
people may find him—and he 
needs a telephone. These are his 
introductions to the cost of doing 
business. They become better ac- 
quainted but the process never 
reaches cordial intimacy. Most 
business men are friendly enemies 
of expense. 

Many one-man stores are the 
unintentional outcome of a small 
contractor’s natural desire to buy 
materials at wholesale prices. 
Many such dealers start with 50 
items, creep up to 100, leap to 
1000 and from then on they are 
commercial guinea pigs. 

The new contractor learns that 
those who telephone expect some- 
one on the other end of a busi- 
ness wire. The boss is out on jobs 
most of the time. His wife, 
Heaven help her, pinch hits. 

Now, when a person, with nv 
retailing experience, engages in 
an incomplete - one - line - business 
like candy or magazines, the 
chances of success are at least ten 
to one better than when a novice 
starts a hardware store. It seems 
that every new item that goes into 
such a stock opens the door for 
its kinfolks. Forks, spoons and 
sharpeners follow knives. Saws 
open the portals for files, saw sets, 
vises, etc. Paint drags in brushes, 
sandpaper, scrapers, turpentine 
and a lot of second cousins. It’s 
positively endless. The most sim- 
ple stock of hardware is, to a be- 
ginner, an almost irresistible 
temptation to expand. Twenty 
thousand different items clamor 
for admission. Most hardware 
stores carry a greater variety. 





On the edge of this inviting 
jungle stands the artisan’s wife. 
It would be more truthful to say 
she sits, because the few items in 
her stock attract no streams of 
customers. Such items as she has, 
however, insistently call their rela- 
tives. Someone sees screws in the 
window and comes in to ask for a 
screwdriver. Another sees switch 
plugs and asks for fuses or light 
bulbs. The contractor’s wife is 
tired of sitting. These calls look 
like easy money plus an escape 
from boredom. An_ inadequate 
stock is to her what a single cuss 
word is to a cabin boy who yearns 
for a mate’s expressive vocabu- 
lary. The lady has loafed long 
enough. She begins buying. Too 
frequently this is the beginning of 
the folding-up process. 

Because such a vast percentage 
of one-man stores are craftsman- 





“Paint drags in brushes, sand- 
paper, scrapers, turpentine and 
a lot of second cousins.” 


owned, may we, from here on. dis 
cuss only that type? 

The causes of such failures are 
two-fold. 

First, the owner, using mate- 
rials from stock, figures them into 
his contracts at store cost. His 
training has not included cost ac- 
counting. He forgets that his 
store, to pay its wav. must earn 











EDITOR’S NOTE: Several hundred wholesale hardware 
salesmen, picked at random from the more than 3000 who are 
regular readers of HARDWARE AGE, were invited to answer 
the question, “Why do retail hardware stores fail?” Their 
answers, based on their own first-hand experiences, are highly 
informative, interesting and a useful contribution to the study 
of hardware distribution problems and offer, in part, a solu- 
tion to one serious phase of the failure question. The fairly 
uniform opinion of these traveling men merits earnest con- 
sideration from all dealers, and emphasizes again not only 
their dependability, but their interest and cooperation in be- 
half of successful retail customers. The answers from these 
salesmen have been given to Roy F. Soule, who has been as- 
signed to write several articles based on these salesmen’s 
opinions. This he has done in his own inimitable style. This 
is Mr. Soule’s final article on the subject. 
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enough to meet bills for heat. 
light, insurance, depreciation and 
other regular expenses. He is right 
in thinking that the contract part 
of his business should pay some 





“City wholesalers should 
prepare a simple manual 


»” 


for the rowboat mariners. 


of the store expenses. But such 
expenses should be clearly defined 
and sharply adhered to. The tele- 
phone, a desk room portion of the 
rent, light and heat belong in such 
listed expenditures. Also an equi- 
table part of the salary of the em- 
ployee who attends the phone. For 
the first six months this expense 
should probably be _ divided 
equally. After that, and as the 
store expands, that branch should 
carry more of the employee’s ex- 
penses. 

But—but—-but—“‘Say, Begin- 
ners, you're butting your head 
against a stone wall that won't 
give an inch from the headiest 
attack. It’s been tried from every 
angle. If you don’t learn that al/ 
expense is part of your cost you 
will fold up like an accordionist 
who gets the hook on amateur 
night.” 

While the new contractor strug- 
gles with cost accounting, the store 
generally manhandles his wife. 

Men serve years of apprentice- 
ship to become buyers. She has 
been expected to pick it up as she 
would a crochet stitch. Her battle 
with the selling world is com- 
parable with a combat between a 
butterfly and a cat. She makes 
mistakes wholesale and frequently 
buys at prices little below retail. 
Before she learns to put more salt 
on a sales story than she does on 
the food she cooks, the stock has 
broadened alarmingly. She knows 
as little of sales stimulation as she 
does of buying. The domestic re- 
lations of two such unfortunate 
people become strained. More 
often than not the man finds him- 
self working outside to raise 
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money to meet bills contracted in- 
side the store. 

City wholesalers could do no 
more constructive act than to pre- 
pare a simple manual for the 
guidance of these rowboat mari- 
ners who launch themselves upon 
the stormy seas of hardware re- 
tailing. Some jobbers do follow up 
the salesman’s initial order to 
craftsmen, who thus branch out, 
but a greatly simplified pamphlet, 
prepared particularly with the 
dealer’s wife in mind, would be 
highly beneficial. She needs guid- 
ance. This customer needs to be 
told—not only what to do but 
what not to do. 

A sales manager and a good 
accountant could turn out such a 
pamphlet in a day or two. In the 
course of a year it would fit any 
number of the cases that continue 
to fold up from identical causes. 

Of course, the major construc- 
tive influence will always be the 
man who sells the opening stock. 

The unselfish vision of one 
salesman may be the forerunner 
of many repeat orders while the 
greed of another fosters bank- 
ruptcy. 

An honest effort goes further if 
it is confirmed in print. 

Before the contractor starts a 
store he should set aside a defi- 
nite sum of money for the ven- 
ture. If he doesn’t he will prob- 
ably jeopardize his contracting 
business. He should be so ad- 
vised. 

The contractor store keeper 
should be told that in starting 
such an enterprise he has put him- 
self into two distinctly different 

















“The accounts of each 
should be kept separate.” 


kinds of business. The accounts 
of each should be kept separate. 
This should be urged, vigorously. 

Having set aside a definite 
amount of money, with which to 
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do business, the owner should be 
warned of the tendency of small 
stocks to become large stocks of 
unearned and frequently unpaid- 
for goods. 

He should be advised to call a 
halt the very first time he has to 
use contract money to pay his 
store bills. 

The new merchant should be 
shown how to figure the cost of 
his merchandise. If he doesn’t 
add the cost of doing business to 
the invoice price of his goods he 
is bound to go broke. Give him 
simple examples. Establish, for 
him, an estimated cost of doing 
business until he learns for him- 
self. Show him how the cost of 
doing business is figured on the 
selling price. He has got to learn 
it sometime. 

Give the beginner the “low- 
down” on what cash discount 
means. He can’t afford to pay 36 
per cent a year for borrowed 


\) 
»*)V ! 


BORROWED 
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“He can’t afford to pay 36 
per cent for borrowed money.” 


money and that is what he does 
pay when he takes 30 days net 
rather than a 2 per cent ten days. 

A small-capital business must 
do hand-to-mouth buying. Even 
half-dozen lots are wild buys for 
many one-man stores. Tell them 
so and tell them why. 

If the buyer for such a store 
understood that thick buying 
meant 200 items in stock and that 
thin buying meant 500 items he 
or she would always elect to buy 
a thin stock. Let them know that 
those who advise a thick stock, 
even in spots, are sharpshooting 
enemies. Let them know that lim- 
ited capital is a very stern boss 
who says “no” and means it 
whenever the buyer is asked to 


purchase more than one week’s 
supply of anything. 

The cost of building up a good 
account from a shoestring venture 
may be measured by the whole- 


“Untrained beginners cannot 
remember all they are told.” 


saler in patience, frankness, sym- 
pathy and simplification. Un- 
trained beginners cannot remem- 
ber all the salesmen tell them, 
but when they see the same state- 
ments made in print they will re- 
member and many of them will 
follow the advice. 

Too many one-man bands are 
denied the privilege of occasion- 
ally listening to business music 
that is not played by ear. 


Satisfied Customers? 


S it safe for a business man to 

promise a customer “satisfac- 
tion?” May the customer, frivol- 
ously or dishonestly, repudiate a 
transaction on the ground that the 
business man has not given him the 
“satisfaction” promised? 

“Whenever it is contemplated by 
the terms of a contract,” said the 
Supreme Court of Mississippi re- 
cently, “that it is being performed 
to the satisfaction of the party for 
whose benefit services are rendered 
or to whom goods are delivered, the 
rule is that an objection to. or a 
disapproval of the manner of per- 
formance must rest on some reason- 
able and just basis.” 

Meaning, of course. satisfaction 
to any reasonable person and by 
any reasonable standard. 

Yet there is an exception to even 
that sensible rule of law. for, as the 
court points out further on, a claim 
of dissatisfaction need not rest on 
some reasonable and just basis 
where the transaction “involves a 
matter of peculiar fancy, taste or 
sensibility.” These considerations 
usually figure in transactions involv- 
ing style, artistic, etc. 
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Atter Hours! 


r SHE hour is 10.30 p.m., the day is May 8, 
1939 and the scene is in the living room of 
the home of James Franklin, hardware 

dealer. Mr. Franklin is seated comfortably in an 

easy chair reading a magazine and smoking a cigar. 

Mrs. Franklin is across the room in a straight backed 

chair busily engaged in knitting a sweater suit. 


MRS. FRANKLIN: “Jim, have you taken out that 


liability and property damage insurance policy on 


the car?” 


MR. FRANKLIN: “Yes, he said the best way to 


avoid hazards is to have weekly inspections.” 


MRS. FRANKLIN: “Jim! I asked you if you had 


taken out that insurance policy on the car!” 


MR. FRANKLIN: “Excuse me, Mary. I was just 
reading an article in the May 4th HARDWARE AcE 
on ‘Insurance Problems.’ Yes, | took care of the 
policy.” 

MRS. FRANKLIN: “Vil be lucky if I get a dozen 
words out of you for the rest of the evening. What 
are you reading now?” 


MR. FRANKLIN: “Some of the addresses from 
the convention down in New Orleans. It’s surpris- 
ing the number of important points I can pick up 
just from reading convention addresses. This one 
here by Walter M. Bonham of C. M. McClung & Co.. 
tells me a lot of things-about insurance | never 
knew existed before. Looks as though I’ve been 
living in a fool’s paradise with some of those policies 
I’ve been carrying on the store. I thought I was 
insured for everything but after reading this address 
I find that I have only about 50 per cent coverage. 

“By the way, Mary, there’s one address in here 
I'd like you to read. It’s by W. Gibson Carey, Jr.. 
president of Yale & Towne Mfg. Co., and the title 
is ‘An Attempt at Critical Analysis.’ It will give you 
a good understanding of what the heads of our big 
firms are up against and it'll also give you a mighty 
good idea of what’s behind some of the things that 
are going on nowadays. It sort of puts you on 
speaking terms with the United States of America.” 


MRS. FRANKLIN: “Vd be glad to read it, Jim. 
if I can ever get it away from you. You get a 
strangle hold on that magazine until you have read 
it from cover to cover. Don’t you ever read fiction?” 


MR. FRANKLIN: “Lots of it, but I’m darned 
if I can see how a country club romance will help 
me sell hardware. And that’s just what this does. 
It helps me keep the business up to date and it helps 
keep the roof intact over our heads.” 


MRS. FRANKLIN: “Well I suppose it does at that. 
By the way, Millie Jackson was in today and seemed 
to be worried. Said her husband was not having 
any too pleasant a time in that new job he just 
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landed. Seems there isn’t much team work there 
and a lot of inside politics.” 


MR. FRANKLIN: “Might be a good thing if 
Jackson’s boss read this article by Fred N. Hall 
of Montgomery & Crawford, Inc. It’s on ‘Relations 
With Employees’ and gives some mighty good ideas 
on how to make them more useful and how to let 
them earn more money. Keep your employees con- 
tented, let them know that you’re behind them and 
give them some pride in their organization. That’s the 
answer to successful management and I can’t see why 
more employers don’t realize it. 

“By the way, Mary, you were saying something 
the other day about some of the merchandise in 
local stores that looked as though it had _ been 
purchased to please the store owners and not the 
customers. Funny thing, but there’s an address in 
this issue that touches on that very point. It’s by 
Veach C. Redd, president of the N.R.H.A., and that’s 
only one of the points he brings out. I’m going to 
read that article before I go to bed.” 


MRS. FRANKLIN: “Looks as though you'll be 
spending a large part of the night in that chair. | 
suppose that will just be an appetizer for you and 
you'll go clean through the magazine before vou 
call it a night.” 

VR. FRANKLIN: “Right you are, I'm going to 
make an evening of it. There’s another one here on 
‘Increased Costs Require More Efficient Operations’ 
by A. C. Rankin of the Teague Hardware Co. Costs 
have increased all right and if I can get just one 
idea on how to operate more efficiently I'll be well 
repaid. Say, Mary, if you want to know why you're 
not wearing a mink coat read these two articles. 
There’s one on “Tax Problems’ by George C. Black 
of the Southern Supply Co. and another on ‘The 
Increasing Tax Burden’ by H. B. Wilson, president 
of the American Hardware Manufacturers Associa- 
tion. Read ’em and you'll be able to appreciate 
existing conditions and what friend husband is up 
against. Oh, look over this ‘What’s New’ section and 
see if you can find something that appeals to you— 
you usually do. It’s well worth checking up on those 
pages for they keep me in touch with new mer- 
chandise. And, incidentally, if I can find out what 
appeals to women I can use the information to guide 
me in making purchases.” 

MRS. FRANKLIN: “Vl look them over during 
breakfast. I’m going to bed now. Don’t forget to 
put the cat out and be sure to enjoy yourself.” 


MR. FRANKLIN: “Don’t worry about me. I’ve 
plenty here to keep me busy. Good night, Mary!” 


(Mrs. Franklin leaves the room. Mr. Franklin 
adjusts his glasses, settles himself in his chair and 


becomes lost in his reading.) 
—G. M. S. 
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LESTER J. NICHOLS, 
secretary, assistant - treasurer 
and director of the Malleable 
Iron Fittings Company, Bran- 
ford, Conn., has been indenti- 
fied with this firm for the past 
73 years and is still active in 
the business at the age of 90. 
Mr. Nichols was born on Feb- 
ruary 17, 1849, and was edu- 
cated in the public schools of 
New Haven, Conn., and the 
Yale Business College, now 
the Stone Business College. 
He joined the forces of the 
Malleable Iron Fittings Com- 
pany on August 13, 1866, at 
the age of 17, and became a 
shipping clerk. It was his 
original intention to spend only a year with the firm but 
he was prevailed upon to lengthen his stay. From ship- 
ping clerk he progressed to bookkeeper, which position 
he held for approximately 15 years. He was a salesman 
for many years. On June 11, 1901, he was elected secre- 
tary of the company and in 1935 he became assistant 
treasurer. Incidentally, Mr. Nichols calls attention to the 
fact that there are 14 employees of the company 
whose total length of service amounts to 826 years, an 
average of 48 years each. Mr. Nichols has never held 
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public office. He has been a member of the Connecticut 
Chamber of Commerce for many years and is one of the 
incorporators of the Branford Savings Bank. He has been 
a director of that institution since 1910 and its president 
since 1925. He states that although he has no pronounced 
hobbies he has always derived a great deal of pleasure 
from his garden. 


HENRY KLOPPMANN, 
founder and head of the firm 
that bears his name in Mag- 
nolia, Ohio, is 85 years of age 
and was born in Germany on 
Sept. 8, 1853. He lost his 
parents when only three years 
old, and was raised in an or- 
phans’ home for boys until he 
reached the age of 14, and was 
then apprenticed to a tinsmith 
to learn the trade. Mr. Klopp- 
mann learned the _tinner’s 
trade in Cassel, Germany, and 
began serving his apprentice- 
ship in 1868. On June 25, 1870, 
he sailed from Bremen for the 
United States and arrived with 
$10.00 which he had borrowed 
from a young man on the steamer. He immediately left 
for Ohio and found a position in a tin shop in Waynes- 
burg where he remained for several months. The next 
two years he spent in a tin shop in Sandyville, Ohio, 
returning at the end of that period to Waynesburg. In 
1877 he entered the retail hardware field in Canton, Ohio, 
remaining there until 1882 when he established his pres- 
ent business in Magnolia. Mr. Kloppmann has served 
a three year term as council clerk and one term on the 
council in the Magnolia Corporation. His hobby is one 
of the best. He always believes in paying his bills on 
time in order to get the cash discount. 
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Every one Profits 
from the “Quiz’ Contest 


and Dealers Profit Most 


Dealers, Washer 
Manufacturers, and We 
“Profit” from Increased Sales 
of Farm Washers 
And farmers will ‘’profit’’ from the 
economies, convenience and other ad- 

vantages of owning Gas Washers. 
Dealers, in addition, will make many 
“plus” sales of other appliances and 
equipment which they sell because of 
the increased store traffic and a new 
interest in non-electric appliances. 
Further, all dealers selling farm wash- 
ers powered by Briggs & Stratton 4- 
cycle gasoline motors have opportun- 
ities to get “extra” cash in the Dealer 
Contest, which is a part of this spec- 
tacular sales plan. 


The “Quiz’’ Contest 
Pulls Live Prospects Into 
Dealers’ Stores 


Full page advertisements, in colors — 


millions of them — will pour.into farm 
homes from coast to coast, beginning 
May 15, and during June and July. 
It is estimated that the “Quiz” Contest 
offering 53 big prizes, valued at $6,500 
to farmers, will have hundreds of 
thousands of contestants—and that 
hundreds of thousands more will 
also read “the selling story” on 
gasoline powered washers, and 
learn why they should buy 

them NOW. 


e “Quiz” Contest will make most 
farmers “live” prospects, interésted in 
farm washers — many ready to buy 
— a real sales opportunity for dealers. 


Go After Dealer 
Prize Money 

Make your store Contest Headquarters 
because all entries must be signed by 
a dealer, or one of his sales people. 
The more entries there are with your 
signature, the greater your opportunity 
to get a big share of the $2,200 dealer 
cash prize money. 

Ask the washer salesman who calls 
on you all about it. Read the Dealer 
“Quiz” Contest Bulletin carefully. Use 
the special advertising and display 
material which your washer manufac- 
turer has sent you, or hasready for you. 
Be sure to have farm washers, pow- 
ered by Briggs & Stratton 4-cycle gas- 
oline motors, prominently displayed in 
your windows and throughout the store. 
Advertise your store as “Quiz” Con- 
test Headquarters. 


Contest Period 
May 15 to July 25 
So there is no time to lose — the con- 
test has just begun. Now’s the time 
to get started, and go after more 
sales, more profits and cash prizes. 


BRIGGS & STRATTON 


CORPORATION 
Milwaukee, Wis. . . U.S.A. 





Negative Appeal 


People are curious creatures, 
believes one merchant. Therefore, 
he often sends out his direct mail 
with some such slogan on the enve- 








lope “Do Not Open,” “Do Not 
Look Inside,” etc. He finds that the 
average person will not rest until 
he has opened the envelope and 
inspected the contents. Copy in- 
side ties in with the warning on 
the envelope, usually like this. 
“Don’t say we didn’t warn you, 
but now that you’ve read this far, 
we are offering you the best bar- 
gain of quality merchandise we 


have ever—” 
* * +. 


Now See Our Store! 


A New York dealer has a push 
button at the entrance to the 
store which is connected with a 
large 300-watt lamp and reflector 
just inside the store. The sign near 
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Others have used them to advantage 


Why not try them in your own store? 


it reads, “You have seen our win- 
dows, now see our store. Just press 
the button.” This button is used 
every night by a large number of 
men and women, and young men 
showing their best girls how the 
store can be lighted. People peer- 
ing into the lighted store, often 
spot items they later decide to 
buy. 


. * - 


Calling Cards 


In order to make his entire or- 
ganization sales minded, an Okla- 
homa dealer furnishes all his em- 
ployees, from office boy to the 
office manager, with calling cards 
which carry the firm’s name, ad- 
dress and telephone number. This 
idea, an innovation for many of 
the firm’s employees who had 
never had cards of their own, 
helped step up business for the 
company to a marked degree, as 
the workers were anxious to pass 
out the cards whenever an oppor- 
tunity presented itself. 








Theater Tie-up 


One merchant in an advertising 
tie-up with a theater on a romantic 
picture was able to revive the gift 
idea so that he sold _ several 
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hundred dollars worth of off-sea- 
son merchandise. Tie-up included 
special window display, featuring 
perfumes, cigarette holders, bill- 
folds, lighters, etc. Girl clerks 
were attired in costumes suggestive 
of the theme of the picture and 
passed out heralds advertising the 
film. The theater also distributed 
heralds, the back of which carried 
the merchant’s advertisement and 
a coupon, which when presented 
at the store entitled the bearer to 
a free colored photo of either of 
the two stars appearing in the film. 
Approximately 15,000 heralds 
were distributed and _ 11,000 
photos given to bearers of herald 
coupons. The back of the photos 
also carried the merchant's ad. 
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extra * PLAX FOR PROFITS + 


EXTRA 





TRY PLAX, THE DEALER 
PROFIT BOOSTER FoR 1939 





For a quick sales booster, try 
an order of PLAX and stimu- 
late the sales of your entire 
paint line. PLAX, the new 
universal finish is riding to 
new sales heights on the crest 
of a*smashing introductory 
program which includes win- 
dow streamers and displays 
—-demonstration materials 
__ broadsides — folders and 
local newspaper advertising. 

PLAX brings in additional 
prospects as you use the 
simple-to-give demonstra- 
tion that proves how PLAX 
can “take it’’ in tests much 
more severe than the condi- 
tions under which enameled 


surfaces ordinarily Serves 





THE UNIVERSAL FINISH ( : 


———, 


FOR ALL ENAMELING 
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And PLAX is a salesmaker 
because its 18 rich colors 
add a sparkling: new beauty 
to woodwork, furniture, 
walls, utensils, toys, auto- 
mobile and similar surfaces. 

Get all the facts about 
PLAX, the new beauty- 

P sie wee Hest 


One of the dramatic PLAX tests—photo 
shows PLAX uninjured by metal-eating 
acid test. In this test, which is impress- 
ing dealers’ prospects in demonstrations 
in all parts of the country, & piece of 
metal finished with PLAX is immersed 
in muriatic acid so strong that the metal 
is eaten away, leaving the film of PLAX 
unharmed. Other PLAX tests show how 
PLAX withstands boiling water— is un- 
damaged by burning naphtha—how 
grease marks wash off PLAX. 











gloss finish of a thousand 
uses—it’s just what Mr. and 
Mrs. America ordered to put 
extra dollars in dealers’ 
pockets. Write or wire today 
for complete details about 
PLAX to The Lowe Brothers 
Co., Dayton, Ohio. 


A NEW PRODUCT By 


- 


Makers of Quality Paints 
and Varnishes Since 1870 


* 








Lhe Return on 
Leading Common 


HE number of letters | 

have received in response 

to a recent article on “The 

Stockholder, the Forgotten Man,” 

indicates the general interest in 
that subject. 

I have before me a detailed list 
of 100 selected common stocks, 
composing the leading stocks in 
the country. The returns to the 
investors on these stocks make 
very interesting reading. Follow- 
ing I will give some of the figures 
based on the average return in 
dividends from 1928 to 1937, 
based on the recent market price 
of the stocks. Some of the curious 
differences in the returns will be 
explained by the fact that the 
prices of some of these stocks are 
very high. This results, of course, 
in a low percentage return. Other 
stocks are low in price and, as a 
result, their percentage is higher. 

This situation reminds one of 
when an investor, years ago, asked 
Baron Rothschild in London, 
which he would buy, Austrian 
bonds or English bonds, the 
Baron replied: “It all depends. If 
you wish to sleep well buy English 
bonds, if you wish to live well buy 
Austrian bonds.” Baron Roths- 
child, in the light of recent events, 
was a true prophet. 


Some Examples 


Now let us take certain out- 
standing companies with small 
fluctuations and earnings in the 
container line. (Figures through- 
out are in terms of percentage) : 
On American Can the average 
dividends have been 4.6 per cent. 
Owens-Illinois Glass paid on the 
average in dividends 2.3 per cent. 
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Food: Corn Products Refining, 
5.1; Beech-Nut Packing, 3.1; Gen- 
eral Foods, 5.5; Procter & Gam- 
ble, 3.5; Coca-Cola, 2.6. From 
these figures it will be noted that 
the food group has done fairly 
well, all except Coca-Cola. Their 
low return in dividends is because 
their stock has recently been 
quoted as high as 131, 41 times 
the average earnings of the com- 
pany. 

Gold Mining: McIntyre Porcu- 
pine, 2.7; Dome Mines, 3.8; 
Homestake Mining, 4.1. 

Medicine: Abbott Laboratories, 
1.2; Bristol-Myers, 5.5; Parke- 
Davis, 3.6. Here again the high 
price of the Abbott Laboratories 
stock has led to a lower per- 
centage of dividend return. 

Public Utilities: American Tele- 
phone and Telegraph—This stock 
for many years past has paid a 
dividend of 9 per cent regard- 
less of the price of the stock. 
Its earnings last’ year were 
only 8.32, as against 9.76 in 
1937. The average earnings for 
nine years have been 8.33. The 
reason the stock pays such a lib- 
eral dividend is on account of 
their large surplus. The price to- 
day is 170, an advance of 20 
points since I wrote the article 
mentioning the stock, about the 
“Forgotten Stockholder.” This 
stock has averaged 5 per cent on 
its market price all these years. 
Commonwealth Edison (average), 
4.2; Consolidated Edison, 7.9; 
Detroit Edison, 4:9; Pacific Gas & 
Electric, 4.6. 

Chain Stores: F. W. Woolworth, 
5.1; J. J. Newberry, 3.2; J. C. 
Penney, 4.0; G. C. Murphy, 1.6; 
Sears, Roebuck, 2.9. 


Stocks 


Tobacco: Liggett & Myers “B”, 
4.8; Amer. Tobacco “B”, 5.9; 
Philip Morris, 1.1. The Philip- 
Morris stockholders are certainly 
not getting rich on their divi- 
dends, notwithstanding the fact 
that the earnings have shown a 
larger percentage of increase than 
those of any other tobacco con- 
cern. 

Bank Stocks: Guaranty Trust, 
New York, 5.9; Chase National. 
New York, 5.3. 


You will see in most of the 
stocks I am only picking out lead- 
ing companies. 

Chemical: Dow Chemical, 1.7; 
Air Reduction, 2.8; Allied Chem. 
& Dye, 3.3; E. I. du Pont, 2.8; 
Eastman Kodak, 3.6; Union Car- 
bide, 2.4; Amer. Cyanamid “B”, 
2.0; Monsanto Chemical, 1.0. 
From the foregoing return on 
average dividends it is evident that 
the chemical people are not taking 
very good care of their common 
stockholders. It might be inter- 
esting to look up their official 
salaries. 


Frequent Similarity 


As I wrote in the former article, 
it will be noted in studying the 
businesses of the country that they 
fall into groups, and it is a strik- 
ing thing how frequently these 
groups have very similar figures. 

Office Equipment: International 
Business Machines, 2.5. (Presi- 
dent draws $300,000 salary and a 
bonus.) This is an interesting 
case. The profits on International 
Business Machines were 10.63 in 
1938, against 9.92 in 1937—an 
average of 8.43 for the period of 
1928 to 1937. The price, however, 
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is about 194, which brings down 
the returns of the stockholder to 
such a low point. This company 
have been doing a wonderful busi- 
ness in office machines. Profit last 
year was about $10,000,000. This 
business has been brought about 
largely through the use of all 
kinds of patented machines in 
office and government work, both 
in the United States and foreign 
countries. 

Profits Based Largely on 
Patents: Burroughs Adding Ma- 
chine, average, 6.4; Underwood. 
Elliott, Fisher, 4.7; Address. 
Multig., 2.3. Burroughs _ stock- 
holders, therefore, have fared bet- 
ter than the others in the group of 
office equipment producers. 

Oil: Humble Oil & Refining. 
1.5; Standard Oil, Ind., 6.6; So- 
cony Vacuum, 5.4; Standard Oil, 
N. J., 3.4: Texas, 3.8. Standard 
Oil seems to give their stockholders 
a fair break. 

Public Utility Holding: Ameri- 
can Gas & Electric, 3.2; North 


American, 4.3; Public Service, 
NN, 3 tam 
Automobile: General Motors. 


5.5; Chrysler, 4.3. 
Auto Parts: Bendix Aviation. 
2.9; Borg-Warner, 3.6; Electric 


Auto-Lite, 6.3; Timken Roller 
Bearing, 5.1. 
Aviation: Douglass Aircraft. 


0.5; United Aircraft, 1.3. Not very 
much for the stockholders in the 
way of dividends, but the earnings 
of these companies on account of 
war orders are advancing, the 
recent price of Douglass Aircraft 
being 73, and United Aircraft 46. 
No doubt these prices of stocks 
are based on the possibility of the 
future earnings. (War orders.) 

Building Materials: Now here is 
a group that do not seem to be- 
come enthusiastic in paying out 
dividends to stockholders: Nation- 
al Lead, 2.3; U. S. Gypsum, 1.6: 
American Radiator, 3.1; Johns- 
Manville, 2.0; Libbey-Owens-Ford, 
2.3; Masonite, 0.8. 

Electrical Equipment: Here is 
another group that has been very 
“conservative” in paying out divi- 
dends to stockholders: General 
Electric, 2.8; McGraw Electric, 
2.5; Square D, 2.4; Westinghouse 
Electric, 2.5. Again let me call 
your attention to the similarity of 
figures in the group. 
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Machinery: Food Machinery, 
2.4; Allis-Chalmers, 2.3; Cater- 
pillar Tractor, 3.9; Ingersoll- 


Rand, 4.3; Link Belt, 4.3; Inter- - 


national Harvester, 3.0; Babcock 
& Wilcox, 5.2. 

Metal: New Jersey Zinc, 4.7; 
American Smelting & Refining, 
4.0; International Nickel, 1.4; 
Kennecott Copper, 4.5; St. Joseph 
Lead, 2.8; Climax Molybdenum, 
1.7; Hudson Bay Mining & Smelt- 
ing, 1.6. 

Railroads: Here are the pick of 
the railroad systems. Considering 
the general conditions of the rail- 
roads these figures for their stock- 
holders are the best of all the 
groups. Again let me call your 
attention, as I wrote before, to the 
similarity of group figures: Nor- 
folk & Western, 6.0; Union 
Pacific, 7.5; Great Northern, 7.6: 
Louisville & Nashville, 7.8; Penn- 
sylvania, 7.8. Of course in study- 
ing these figures one must con- 
sider the price of the stocks. For 
instance Norfolk & Western is 
quoted at 193, Union Pacific at 
103, Great Northern 29, Louisville 
& Nash. 55, Pennsylvania 24. It 
is curious how Norfolk & Western 
for many years has been such a 
constant and steady money maker. 
It must be a case of low capitali- 
zation in bonds and all that, as 
compared with earnings. Someone 
once told me that this road would 
always make money because the 
large part of their business was in 
foreign coal, and all they had to 
do was to run the coal down hill 
to the nearest seaport. 

Railroad Equipment: General 
American Transportation, 3.4: 
American Brake Shoe & Foundry. 
3.2; American Car & Foundry. 
7.4; Lima Locomotive, 1.8; N. Y. 
Air Brake, 3.4. Quite a little 
variety in this group, mainly on 
account of the considerable differ- 
ences in the prices of the stocks. 

Steel: Inland Steel, 2.7; Nation- 
al Steel, 2.3; Bethlehem Steel, 2.7: 
Youngstown S. & T., 2.8. Again 
note the similarity of the group. 


Basis of Results 


The basis on which the above 
figures were reached is as follows: 
Net income available for the com- 


mon stock and common dividends 
paid in the 10 -year 1928-1937 





have been divided by the number 
of common shares currently out- 
standing according to the latest 
published reports, to arrive at 
average earnings and dividends 
per share. Adjustments in the net 
income available for the common 
stock have been made when senior 
capital obligations have been re- 
tired through conversion into com- 
mon stock or with funds derived 
from the sale of new common 
shares. 


A Summary 


A summary of 30 industrial 
stocks shows, in 1937-38, a high 
of 194 and a low of 99; 1939— 
high 155, low 136; March 9, 1939 

—151. 

Twenty industrial stocks—1937- 
38—high 64, low 19; 1939—high 
34, low 28; March 9, 1939—33. 

Fifteen utility stocks—1937-38 
—high 38, low 15; 1939—high 
26, low 22; March 9, 1939—26. 
Common stockholders have been 
looking for their returns not from 
the dividend rate but from a spec- 
ulative increase in price of stocks. 
This is very unsound. The English 
system is “income.” 

The above figures are interest- 
ing in the light of Secretary Hop- 
kins’ recent speech to the effect 
that in the future recovery will be 
emphasized more by the govern- 
ment than reform. 

The millions of common stock- 
holders in the leading corpora- 
tions of the country hope when 
recovery is under way that the in- 
terests of the common stockholder 
will not be forgotten. His divi- 
dends should be reasonable. He 
should be an investor for income, 
not a speculator! 

The price of food in this coun- 
try in the past 10 years has not 
varied more than 3 per cent. Home 
mortgages (not government) are 
averaging 6 per cent interest. The 
leases on property have been fixed 
and even very large amounts have 
been bringing to the holders of 
the mortgages from 5 to 6 per 
cent. It does not take very much 
of an analyst in studying the 
figures to see that the common 
stockholder is not getting a good 
break on what he receives in com- 

(Continued on page 93) 
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uality — modernized with 
color decoration 


IS YOUR OPPORTUNITY 





¢ Women who see it 

and touch it, instinc- 

tively admire it, antic- 

ipating the ease and 

satisfaction of its use 
and care. 


¢In the up-and-coming homewares department, 
MEMCO DECORATED ENAMELWARE UTENSILS 
are exceptional for their color, sparkle and eye- 
appeal. 

In the march of modern kitchen progress, here is 
the foremost vitreous enamel kitchenware. It looks 
the part. It always will look the part. The color 
decoration is fused into the enamel body itself. 
Women know what they like. 

THEY DON’T HAVE TO BE TOLD. 


Display these Color-styled porcelain surfaced cook- 
ing utensils and the grateful appreciation and ap- 
proval of your women shoppers will be registered 
in your mounting homewares sales. That is all you 
have to do. 


THE MOORE ENAMELING 
AND MANUFACTURING CO. 


DEPARTMENT 5-39 - WEST LAFAYETTE, OHIO 
(Memco « Decorated - Ware ° tested - and « approved - by « Good - Housekeeping : Institute) 


BUY MOORE SELL MOORE ENAMELWARE 
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ADVANCES 


Cast Iron Soil Pipe, Fittings. 


Twine. Solid Braided Sash Cord. 


Clothes Line. 


Bar Solder. 


Some Wrenches, Wrench Sets. 


Competitively Pricéd Acid Solder. 


DECLINES 


Galv. Range Boilers. Copper. 


Some Copper Products. 


Soil Pipe, Etc.—New sched- 
ules on cast iron soil pipe and fit- 
tings average about 10 per cent 
higher than previous prices. There 
have been no recent changes in 
black or galvanized standard steel 
pipe, and the resale market has been 
well sustained in recent weeks. 
News has come of a decline in 
quotations on galvanized range 
boilers, effective about May 3. and 
approximating 4 per cent. 

* * * 

Sash Cord, Clothes Lines 
Twine, and solid braided sash cord 
are up one cent per pound. while 
clothes line advances range from 
60 cents per gross on lower priced 
50-foot lines, to as much as 20 cents 
per dozen on the better grade 100- 
foot hanks. Unpolished jute, polished 
fine and heavy India twines are also 
showing an advancing tendency. 

* a” * 

Shop Tools—Not many price 
changes are reported on hand shop 
tools, but on May 1 a new sheet was 
issued by Barcalo Mfg. Co. On 


60 


wrenches and wrench sets. quota- 
tions are advanced, but other lines, 
including pliers. chisels and screw 
drivers, are essentially unchanged. 
* * * 

Solder and Copper Products 
Prices on standard bar solders. 
and on several brands of competi- 
tively priced acid core solder are 
higher, to the extent of the advanced 
cost of tin. Copper sheets. also bare 
and weather-proof copper electrical 
wires, which moved up with the re- 
covery in copper prices two weeks 
ago, reacted downward ‘4 to 4 cent 
per pound on May 8—their normal 
following of the base metal market. 
Prices have dropped slightly (about 
14% per cent) on copper 
trough, conductor pipe and ridge 
roll, but have not changed copper 
miters and “trim- 


eaves 


elbows. other 


mings.” 
* * * 

Commodity Prices—There has 
been a fair measure of recent re- 
covery in the leading price indexes, 
contributed largely by advances in 


grains, also silk and tin. The Dow- 
Jones index reached on May 5 the 
highest mark since early January- 
.2 per cent above the year-ago mark. 
Moody’s Wholesale Commodity In- 
dex (December 31, 1931 = 100) 
advanced on May 5 to 142.6, from 
a 1939 low of 138.6 on April 22. 
The 1938 high was 152.9. The mar- 
ket for domestic copper strengthened 
temporarily late last month, with a 
leading domestic producer quoting 
10% cents per pound, while the 
smelter price went to 10%4 cents. 
Both quotations represented ad- 
vatices of 14 cent. The increases in- 
fluenced a brief heavy buying by 
consumers. but those who believed 
that the long-awaited consumer 
movement was under way were dis- 
appointed. as the markets declined 
again, 14 cents. on May 8. Tin holds 
a rather high level, reaching 4914 
cents per pound—the highest mark 
since October. 1937. 
* & * 

Farming Tools Spades. 
rakes, hoes and lighter garden tools 
are now approaching normal season 
totals, after a slow start, and in most 
quarters are expected to surpass last 
year’s totals. Replacement handle 
sales volume has been good this 


spring. 
* * * 
Vacuum Cleaner Sales In- 
crease~-Vacuum cleaner sales for 


March, recently published, totaled 
152,255 units. a gain of 35.6 per 
cent over February. and an increase 
of 7.7 per cent over March, 1938. 
First quarter sales were 367,176 
units against 372,798 units in the 
corresponding 1938 period. March 
sales were the heaviest of any month 
since May. 1937. 
* * * 

March Tire Shipments—The 

Rubber Manufacturers Association 
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reported recently that March ship- 
ments of pneumatic tire casings, 
totaling 4,582,655, were the highest 
for any month since August. 1937. 
They were 22 per cent above the 
shipments in February, and 64 per 
cent above the total of March, 1938. 
Tire shipments in the first three 
months of the year amounted to 
12,484,356 units, compared with 
7,534,064 in the like 1938 period. 
Stocks in the hands of manufac- 
turers March 31 were a_ shade 
smaller than at the same date a 


year ago. 
+ * * 


Paint Lines—Better weather 
has further stepped up sales of 
house and barn paint—while the 
good volume of indoor finishes con- 
tinues. Prices are steady, although 
higher prices seemingly are in the 
offing on cut shellacs, due to the ad- 
vances already effective in bone-dry 
shellac costs. Figures recently re- 








leased show that paint, varnish and 
lacquer sales scored a good increase 
in March. Sales amounted to $32,- 
888,000, according to reports re- 
ceived from 680 establishments by 
the Bureau of the Census. This was 
an increase of about $7,500,000 over 


February, 1939, and was about 
$2,000,000 above March, 1938. 
* *% * 
Sports Supplies — Retailers 


are entering the harvest time of the 
year for sales volume in this depart- 
ment. Each year the people grow 
more recreation-conscious. and stores 
which cater—by stocks, display and 
advertising—to the vacationer, the 
tourist and the sports-lover., find 
much of their year’s volume and 
profit are gained from this effort. 
Jobbers state that already some fac- 
tories are behind in shipments of 
baseball goods and of croquet sets. 


Camp supplies, early as it is. are 
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The Business Record, State by State 
Percent Gain or Loss in 1938 Compared with 1937 
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selling better than in any recent 
season. Many fishermen and tourists 
are buying their own boats. Cameras 
of compact, efficient quality are 
cheaper, and widely in vogue. Cabin 
furniture and furnishings, where 
featured, are much in demand. And. 
even more generally, the transforma- 
tion of homes for summer living 
finds ready encouragement in the 
attractive offerings now available in 
porch and lawn furniture, colorful 
tableware and glasses, and fiber 
rugs. 
* * * 

Steel Production—A decline 
of eight points in ingot production 
in the Pittsburgh district, together 
with minor reductions at Chicago 
and Buffalo, has brought down the 
rate for the steel industry as a whole 
to 47 per cent from an estimated 
49 per cent for last week reports 
The Iron Age in its May 11 issue. 
The volume of new orders for vir- 
tually all steel products excepting 
structural steel, reinforcing bars and 
tin plate has been slowly but steadi- 
ly declining over the past few weeks. 
Two favorable underlying factors 
are the absence of large inventories 
and the fact that orders are numer- 
ous though individually small. 

*% * * 

Tron Fireman Sales—Sales of 
coal burning equipment made by 
The Iron Fireman Mfg. Co., up to 
April 29, this year, equalled the vol- 
ume for the corresponding 1937 
period, the best in the company’s 
15-year history. Sales in that period 
were 60 per cent ahead of the same 
months in 1938. 

* x * 

Westinghouse Sales—A gain 
of 53 per cent in business for the 
first quarter of 1939 was reported 
for the Westinghouse Electric & 
Mfg. Co., Merchandising Division, 
Mansfield, Ohio, according to an 
announcement by Frank B. Wil- 
liams, Jr.. vice-president in charge 
of the division. “Indications are 
that the upward trend will continue 
throughout the year,” Mr. Williams 
said. “A slight recession may be 
noted for the summer months, but 
we believe total business for 1939 
will be well ahead of last year’s 
figures.” Several products manufac- 
tured by the division exceeded by 
more than 100 per cent the sales 
recorded for the first three months 
of 1938. the report revealed.” 

* * * 


Wholesale Business — Senti- 
ment among wholesale distributors 
was aided last week by the stronger 
tone in many of the raw material 
markets. and by a good seasonal 
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THESE SIMPLE POINTS 
: WILL SELL MANY 
PROFITABLE ‘‘PACKAGES” OF 


STANLEY “Swing-Up” HARDWARE! 




















7 Ges be applied on any pair of new With these six simple selling points, scores of 


or old stock garage doors. hardware dealers have gone into the “Swing-Up” 


Garage Door Hardware business—and made many 
Inexpensive—add little to the cost profitable sales. Stanley “Swing-Up” Hardware is 
of a remodeling job. a “sweet” selling item for your store. It is shipped 
in one complete crate, all ready to deliver. It re- 


Practically no headroom required— 
eonssutest ter the taitdes. quires little time to sell, and pays you a handsome 
profit on every sale. Write for literature on Stanley 
Doors are inside garage when open “Swing-Up” Hardware — and on Stanley “Roll-Up” 
—out of the weather. Garage Doors — the finest garage door equipment 


Doors can match the design of the made. The Stanley Works, New Britain, Conn. 


hense itself. [s TAN L EY ] 


Stanley "Swing-Up” is the best de- 








TRADE MARK 


signed, smoothest-working hardware 
set of its type. HARDWARE FOR CAREFREE DOORS 
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The dol- 
lar volume of wholesale trade in 
the United States in the first quar 
ter of the year was estimated by 
the Department of Commerce at $4.- 
600,000,000—an increase of $200.- 
000,000 over the first three months 
of 1938. March wholesale business 
was 4.8 per cent larger in terms of 
dollars than in the 1938 month. 
* * *% 


demand for merchandise. 


Sustained Consumer Buying 
The chief stimulus, which has 
been maintaining business in hard- 
ware and steel lines at a reasonably 
satisfactory level has been the sus- 
tained consumer demand. Retail 
stocks, low for many months, have 
needed steady, if moderate, replen- 
ishment, and the volume coming to 
the jobbers has finally run out 
much of the accumulated stocks 
with which they entered 1939. So 
the orders which keep the wheels 
turning at the factories very closely 
reflect the present rate of buying by 
the final users of hardware prod- 
ucts—the farmer, the householder. 
the sportsman, or the industrial pur- 
chasing agent. With this rate of 
buying no branch of the trade is 
entirely satisfied—the outflow of 
merchandise has been seasonably 
backward—but there is a great mea- 
sure of comfort in the generally 
favorable comparisons with 1938. 
* € * 


Building Contracts Con- 
tracts for construction work of all 
kinds, reported by F. W. Dodge 
Corp.. rose sharply during the first 
22 days of April to $231.001.000 
scoring a 61 per cent gain over the 
corresponding period of last year. 
The April gains in construction 
show a marked improvement com- 
pared with March, when contracts 
were only 32 per cent ahead of a 
year ago. Both public and private 
projects showed substantial better- 
ment over last year, public con- 
tracts gaining 75 per cent above 
last April, while privately owned 
construction was 51 per cent ahead. 
Heavy engineering construction 
awards for this year. to May 4, had 
gained 26 per cent over the 1938 
comparison. 


* *% ¥- 


Factory Operations — Opera- 
tions in the consumer goods indus- 
tries have been well supported by 
the steady volume of consumption. 
and low inventories in distributors’ 
hands. Despite unsatisfactory prices 
for goods, textile mill curtailment 
is still little in evidence. Mills con- 
tinue busy, with a much better start 
than a year age. Silk consumption 
has been reduced by the short sup- 


ft 


ply and high price of raw silk. On 
the whole, the industries making 
goods of everyday use are as active 
as could reasonably 
and they are not looked to for any 
setback. The Associated Press in- 
dex of industrial activity in the 
April 29 week stood at 82 per cent 
of the 1929-30 average. compared 
with 66.8 per cent for the corre- 
sponding 1938 week. 


* * ¥* 


be expected. 


Farmers Income Reports 
from the U. S. Department of Agri- 
culture, Washington, D. C., indicate 
that the cash income of U. S. farm- 
ers during March, including benefit 
payments, from the government. was 
$583.000,000. an increase of almost 
20 per cent over the estimated 
$486.000,000 income for February. 
The upward trend is exceptional, 
because normally the income figures 
swing downward through March. 
Total cash received by farmers for 
the first quarter of this year was 
estimated to be about $1,687,000.- 
000 compared with $1,679,000.000 
for the same period last year. 

+ * oa 


U. S. Foreign Trade—-Prin- 
cipally as a result of a marked ex- 
pansion in shipments abroad of 
manufactured products in March. 
exports of United States merchan- 


dise increased one-fifth in value 
over the total for the short month 
of February, according to a state- 
ment issued by the Division of For- 
eign Trade Statistics and Business 
Review of the Bureau of Foreign 
and Domestic Commerce. The value 
of March exports was within 3 per 
cent of the total in March, 1938, 
whereas the values in other recent 
months have shown declines of from 
15 to 25 per cent. The seasonally 
adjusted index of exports rose to 
the highest point since last May. 
The value of United States imports 
in March advanced to the highest 
figure in well over a year. It was 
approximately one-fifth larger than 
the February total and one-tenth 
above the value in March, 1938. Im- 
ports of each economic class of 
merchandise were larger in value 
than in the preceding month and, 
with the exception of manufactured 
foodstuffs. they were also larger 
than in the corresponding month 
of 1938. 
* * * 

Electricity Output — Electric 
power production in the United 
States during the week ended April 
29 totaled 2,182.727,000 kilowatt 
hours, a decline of 0.7 of 1 per cent 
from the preceding week. but 12.6 
per cent ahead of the comparable 


1938 week. 


Humorous Signs Make Friends for Store 


ELIEVING that humor has a 
definite place in advertising 
the merchandise and services offered 
by his store prompted Maurice T. 
Feiman, proprietor, Flatbush Hard- 
ware & Electric Co., 1413 Nostrand 
Ave.. Brooklyn, N. Y.. to display 
the sign he holds in the accompany- 
ing illustration. The sign measures 
12 by 20 in., and Mr. Feiman says, 
“These sayings have caused hun- 
dreds of passersby to smile broadly. 
Many of these people later brought 
their friends to read the humorous 
‘ad. This resulted in our getting 
many a new customer for merchan- 
dise and for repair and sharpening 
jobs. Mr. Feiman’s sign asked: 





Maurice Feiman and the sign he 
uses to amuse passer-by. 


Do You Kyow 
We Sharpen Almost Everything But Wits 
“Repair Fe 9 = Broken Hearts 
Solder i 7 Friendships 
Qur Glues Stick 9 Our Customers 
“ Dry Cleaner Cleans i A Guilty Conscience 
Paints Cover . A Multitude of Sins 
The In-Laws 


Sprays Clean Out 
Locks Keep Out 
El. Switches Control 
Notary Public Signs 
Shower Curtains Hide 
Garden Tools Dig Up 


The Landlord 

A Hot Temper 
Marriage License- 
The Naked Truth 


Your Ancestors 
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W. GIBSON CAREY, JR.. NEW PRESIDENT 
OF U. S. CHAMBER OF COMMERCE 


(Washington Bureau 
of HARDWARE AGE) 

W. Gibson Carey, Jr., presi- 
dent of The Yale & Towne Mfg. 
Co., New York City, was elected 
president of the United States 





G. 


CAREY, JR. 


w. 


Chamber of Commerce at the 
close of its 27th annual meeting 
on May 4th. As chairman of a 
general session the day previous, 
he assailed the National Labor 
Relations Board and the Wagner 
Act, which the board adminis- 
ters. In his remarks, made as an 
introduction to speakers who 
also attacked the board and the 
act, Mr. Carey said the law 
should be amended to protect 
the rights of both employers and 
of workers. A subsequent reso- 
lution of the chamber called for 
amendments the law along 
lines suggested by Mr. Carey. 

He declared that as it stands 
and as it has been administered, 
this legislation should be de- 
scribed in its preamble, “An act 
destroy the individual and 
minority rights of working men, 
to undermine the natural and 
proper sense of employer respon- 
sibility for high pay and good 
working conditions and to bring 
suffering to the nation by lower- 
ing productivity and decreasing 
jobs.” 

Mr. Carey remarked that the 
act has induced unrest, built up 
bad feeling, decreased produc- 
tivity and displaced thousands of 
men from private employment. 
He said that his remarks about 


to 
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checking proposed _ legislation 
against its effect.on productivity 
applies with equal and even 


greater force in the field of in- 
dividual and minority rights. 
“To fair minded men it is by 
now clear, I think, that the act 
we are discussing infringes not 
moderately but deeply the basic 
rights of employer and em- 
ployee,” said Mr. Carey. “Is it 


not sufficient proof to mention 
briefly the recent testimony of 
the chairman of the National 


| Labor Relations Board, who said, 
in 


effect, that an  employer’s 
mention of Communistic influ- 
ence, might, even if true, be an 
unfair labor practice? With such 
an interpretation by an impor- 
tant official, we had better think 
deeply of our personal rights of 
free speech in these 
States. 

“What of employees’ rights? 
Are they allowed, freely as indi- 
viduals, minorities or even as ma- 
jorities, to exercise their rights 
for ‘untrammeled collective bar- 
gaining’? As disgraceful as the 
fact may be, the answer is no. 
The activities of the board have, 
I believe, made it painfully evi- 
dent that not free collective bar- 
gaining is sought, but rather a 
specific type of unionization 
result.” 

Mr. Carey has been president 
of the Yale & Towne Mfg. Co. 
since January, 1932. Previously 
he had been vice-president and 
treasurer and in his first position 
with the company served as as- 


United | 


NEWS OF 





nomic and historical develop- 
ment as a guide to a_ better 
understanding of the opportuni- 
ties and the responsibilities of 
business leaders. He urged busi- 
ness executives recognize 
their responsibilities to custom- 


to 


ers, stockholders and employees. 


SALES MANAGER FOR 
KENRAD LAMPS 


Russell W. Metzner has been 
appointed sales manager of the 


lamp division, the KenRad Tube | 


& Lamp Corp., with headquarters 
at the Owensboro, Ky., office. 


ZIEGLER HEADS SALES 
FOR GREENFIELD TAP 


C. C. Ziegler, formerly west- 
ern district sales manager, has 
been elected vice-president in 


charge of sales, with headquar- 

ters at Greenfield, Mass., for the 

Greenfield Tap & Die Corp. 
Elmer C. Bryant, formerly 


| manager of the gage department, 





sistant to the president. Prior to | 


his joining the Yale organization. 
he was general manager of the 
Philadelphia Division of the 


Container Corp. of America and | 


had for several years been secre- 
tary, treasurer, and 
ager of the Philadelphia Paper 
& Mfg. Co. prior to the time 
that company was merged with 
the Container Corp. 

He will be remembered by 
the delegates to the recent joint 


convention of the American 
Hardware Mfrs. Assn. and the 
Southern Hardware  Jobbers’ 


sales man- | 


Assn. for his stirring address, | 


“An Attempt at Critical Analy- 


sis,” in which he presented a 


review of American social, eco- 


| 
| 
| 
| 


has been appointed western dis- 
trict manager, with head- 
quarters at Chicago. Edward C. 
Bailey, formerly sales promotion 
manager, has been appointed 
eastern district sales manager, 
with headquarters at New York, 
succeeding the late Charles H. 


sales 


Coe. Glen Stimson, formerly 
chief engineer at the Detroit 
plant, has been appointed gage 
sales manager, with headquar- 


ters at Greenfield. 

;These changes were due to the 
resignation of W. B. duMont, 
formerly vice-president in charge 
of sales, and Elliott C. Paddock, 
formerly to Mr. du- 
Mont. 


assistant 





Cc. C. ZIEGLER 
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PAUL C. NICHOLSON HEADS 
NICHOLSON FILE CO. 
Paul Coe Nicholson has been 

elected president and _ general 

manager of the Nicholson File 





PAUL C. NICHOLSON 


Co., Providence, R. [L., succeed- 
ing the late Col. Samuel M. 
Nicholson. 


Mr. Nicholson has been associ- 
ated with the Nicholson file or- 
ganization for almost 30 years, 
having joined the company 
shortly after his graduation from 
Yale University in 1911. He 
learned the business working in 
its various departments and in 
1913 was elected vice-president 
and two years later to the addi- 
tional office of treasurer, which 
offices he held until his recent 
elevation to the presidency of the 
company. He is also president of 
the American Screw Co., presi 
dent John R. White & Son, Inc.. 
and a director of the following 
organizations: Industrial Trust 
Co., Industrial Holdings. Ine.. 
Merchants Insurance Co., Rhode 
Island Insurance Co., Narragan 
sett Electric Co. and Industrial 
Safe Deposit Co. 


NEW PROCTOR ELECTRIC 
SALES REPRESENTATIVE 


Proctor Electric Co., Philade!- 
phia, Pa., announces that Kirby 
R. Houghton, 66 Endicott Drive. 
Eggertsville, N. Y., has been 
added to its list of representa- 


tives. Mr. Houghton will repre 
sent the company in upstate 
| New York. 
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HEADS SENATE REJECTS STREAM POLLUTION BILL | partments of Harrison Bros. & NEWPHER PRESIDENT OF 
ae IN FAVOR OF MILDER BARKLEY BILL Co. prior to the time the company | BOLT AND NUT INSTITUTE 
1as_ been was taken over in 1916 by E. I.} Charles F. Newpher,  vice- 
general A stream pollution control bill | and declare stream _ pollution | duPont de Nemours & Co. In | president and general sales man- 
zon File with strong enforcement teeth | practices a nuisance. 1917 he was appointed duPont | ager of the National Screw & 

and designed to go a long way As approved by the Senate, the | sales representative in the New 

towards preserving and restoring | Barkley bill authorizes the ex-| England and Middle Atlantic 

wildlife resources has been} penditure of $300,000 for Federal | territory and in 1922 became | 

turned down by the Senate in| surveys, with $700,000 to be al-| trade sales manager with head- | 

favor of the Barkley bill, which | located to the states to assist in | quarters in Chicago. He returned 

proposes a mild form of regula- | the work. Before finally voting | to the general sales office of the 

tion embodying a cooperative} in favor of the measure, the | company in Philadelphia in 1927 

plan of participation by Federal | Senate voted down an amend- | and became assistant director of 

and state governments and pri- | ment by Senator Maloney, Demo- | trade sales in 1929. In 1931 he 

vate industries. crat, of Connecticut, to restrict | was made manager of Eastern 

The Barkley bill, similar to | Federal aid so that it would not | trade sales and in 1936 went to 

the measures which passed both | benefit private industries which, | the West Coast Division as trade 

houses last session and which | he said, could create nuisances to | sales manager. He left the du- | 

was vetoed by the White House | be eliminated primarily at the | Pont organization in 1938 to be- | 

because the appropriations au- | expense of the government. | come sales manager of the Oak- | 

thorized would have by-passed Senator Lucas, Democrat. of | ley Paint Manufacturing Co. of | 

the Budget Director, sets up a| Illinois, told the upper house | Los Angeles. 

Division of Pollution in the Pub- | that, before corrective measures 

lic Health Service, empowers the | costing more than $1,000,000 had 

division to make a survey of] been inaugurated all plant and U. S. STEEL ELECTS 
- stream pollution problems and to} animal life along the Illinois EXECUTIVE V.-PRES. + aa 


work out a plan of cooperation 





River for 100 miles had been | 














P i P j i - airless, resi- | 
nee with the states and communities killed because of stream pollu- | Pere oy ca ae “c | Mfg. Co., Cleveland, Ohio, has 
1 M. affected, and gives Congressional | tion by industries in the Chicago | Ce m Kimball has been dected been elected president of the 
” ‘ assent to the formation of com- | area. ns Pore wres cienamuehians ¢ | American Bolt, Nut and Rivet 
acts among the states, _per- | - : a 4 
associ- oreo . ae | the United States Steel Corpora- Mfrs., Cleveland. 
fl mitting them to make their own ti f Del i head H. O. McCulley. general man- 
. ) are nad. ) 
ce arrangements to bring about | WILSON HEADS VALENTINE | oe a ae Ree sa | ager of sales, Russell, Burdsall 
years, »urification of streams. INE ee ae eee eee 
ympany ; , FULL L SALES | tive offices now established at | 
’ Largely voluntary, the plan is to f se 208 South La Salle S 
n from “+ Valentine & Company, Inc.. 208 South La Salle Street. 
make eligible for loans and grants “ , ‘ a = ; aca’ 
l. He . 11 E. 36th St.. New York City. Mr. Kimball is well known in | 
? ; manufacturers whose locations ’ ’ hi ae 
ing in ; tae ' announce the appointment of | Chicago where for many years as 
; are in proximity to streams and , ficial he Illinois Steel 
ind in P : Bernard A. Wilson as manager, | 29 official of the inois Stee 
: whose operations result in stream | @ : ; _ C : | C ‘eT 
esident ‘ ‘ Full Line Sales. Mr. Wilson | Company and the Carnegie-Illi- | 
; pollution. The Senate approved é : : : ie Sed C ats United | 
> addi- . F , | brings to the Valentine organiza- | Nols Steel Corporation, United | 
‘ the Barkley bill after having first | ” Saag Genk echebiinten te ' 
which : ; tion a long and_ well-rounded | States Steel subsidiaries, he las 
turned thumbs down on the bill : : a on See ln pecans ollie 
recent 7 ; . sales experience in the paint in- | Maintained his executive offices 
sponsored by Senator Clark, , ; ail alien @ se dada Mani 
of the Gectee of DMtessei dustry, with which he has been | 49d where, tor the past four 
lent of Ft Clark ak ai - prominently identified for over | Years, he has been executive vice- 
. mo character- 5 , uf . . . . 
presi mail the Bask 2 ; a fifteen years. He served in the | president of the Carnegie-Illinois | 
z e ey measure as “s : : eel C : ey we 
, Ine., per = i calculated | Credit. purchasing and sales de- | Steel Corporation. He has been | 
leon utile gesture and caiculatec | connected with United States | 
Trust to do little _ the bing Se of actu- | Steel subsidiaries since 1901, | 
ey ally _eradicating pollution, told | beginning in the engineering de- | 
Rhode the Senate it would be much bet- | partment of the American Tin | 
wane ter to pass no bill at all. He | Plate Company a year after his | 
strial warned against “deluding the graduation from Harvard Uni- | 
people stele for a longer period | versity. From 1905 to 1931 he H. 0. McCULLEY 
into the belief that something | served as chief engineer of the 
has been accomplished when as | American Sheet and Tin Plate y Ward Bolt & Nut Co., Port 
a matter of fact the very text of | Company and in 1931 was elected Chester, N. ¥., has been nee 
RIC the bill itself shows that nothing vice-president and a director of vice-president. Herman H. Lind 
VE would be accomplished. | the company. Mr. Kimball ic 9 (| CCE? tems =e 
The Clark measure would set | | director of Carnegie-Illinois Steel president and James D. Egger- 
ladel. up machinery charging the Army | Corporation, president of Illinois | @* “e¢retary and treasurer. 
Kirby Engineering Corps with respon- | Steel Company, _ president of | as 
Drive, sibility for management of | Gary Land Company, and a | PENDLETON MANAGES 
been streams to bring about. abolition | director of Illinois Manufactur- | SALES FOR GATES 
enta- of pollution. In the event manu- | ers Association. He is a member | C. R. Pendleton has been ap- 
‘epre facturers declined to cooperate | of the American Tron and Steel pointed sales manager for the 
state the authority could go into a | Institute and the Harvard En- | Gates Hardware Co.. Tulsa, 
court of competent jurisdiction | BERNARD A. WILSON | gineering Society. Okla 
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G-E APPOINTMENTS TO RADIO 
AND TELEVISION DIVISION 


Five new appointments to the | as district radio sales promotion 


radio and television division of 
the General Electric 


effective immediately, have been 





ARTHUR A. BRANDT 


announced by Perry F. Hadlock, 
newly appointed division man- 
ager. All appointments are to 
key positions in the headquarter 
operation of the division at 
Bridgeport, Conn. 

Arthur A. Brandt, for the past 
two years advertising manager 
for radio, has been appointed 


manager of merchandising ser- 


Company, | 


| Crossland as 


vices, involving the direction of | 


merchandising, 
sales promotion of all products of 
the radio and television division. 

Fred A. Ray has been ap- 
pointed manager of radio sales, 
after serving for six years as 
district radio sales manager for | 
General Electric, with 
quarters in Cleveland. He joined 
the company’s radio division in | 
Atlanta, in 1930, and later served 


advertising, and | 


head- | nical 


manager in the Pittsburgh terri- 
tory. 

Henry A. Crossland has been | 
appointed G-E’s first manager of 
television sales. He has been as- 
sociated with radio work for the 
last 20 years, and since 1931 has | 
been located in Bridgeport, wher: 
he has been successively as- | 
sistant to the commercial en- | 
gineer; manager of the radio | 
service section; manager of radio 
tube sales, a section he organ- | 
ized; and manager of the tech- 
nical sales and service section, an 


| activity which included the sale 
| of special equipment to the U. S. | 


Army and_ other 
services. 


Philip R. Butler succeeds Mr. 
of tech- 


government | 


manager 





FRED A. RAY 


sales and service for the | 
company. He jointed General | 
Electric in 1935 as a radio field | 
engineer in Chicago, and later | 


| wholesale 
| 50 Laurel St., Fitchburg, Mass., 
| has sold its retail hardware divi- 





H. A. CROSSLAND 


went to Bridgeport, becoming 
supervisor of field technical ser- 
vice and quality control. 
Charles R. Barhydt has been 
named commercial engineer for 
radio and television, succeeding 


| Mr. Hadlock. 


FITCHBURG HARDWARE 
SELLS RETAIL UNIT 


The Fitchburg Hardware Co., 
hardware distributors, 


sion stock and fixtures to Web- 


| ber Lumber & Supply Co., Fitch- 


burg. Sale of the Fitchburg 
retail division in no way affects 
operation of the wholesale busi- 
ness of the Fitchburg Hard- 
ware Co. 

Webber Lumber & Supply Co. 
will operate the hardware store 
at 314 Main St., Fitchburg, as 
Webber’s Hardware Store, Divi- 
sion of the Webber Lumber & 


Supply Co. 


BENDIX ESTABLISHES 

EXPORT DEPARTMENT 

An export department has 
been established for Bendix 
Home Appliances, Inc., of South 
Bend, Indiana, manufacturer of 


| the Bendix home laundry. 


The division is 


new export 


| headed by R. A. Lundquist, for- 








merly of the electrical division 
of the Bureau of Foreign and 
Domestic Commerce of the De- 
partment of Commerce. Mr. 
Lundquist recently left South 
Bend for a survey trip through 
Mexico in the course of which 
he will visit Monterey, Tampico, 
Celaya and Mexico City among 
other centers. 


REVISED PRICE LIST 
FOR ROLLS RAZORS 


Rolls Razor, Inc., 305 E. 45th 
St., New York City, has issued 
revised Schedule “A” price lists 
to wholesalers and retailers in 
all fair trade states. The Rolls 
line of razors and accessories is 
now protected by both manufac- 
turer-wholesaler and manufactur- 
er-retailer fair trade contracts in 
all states having fair trade laws. 


DISTRIBUTES S-W RADIOS 
IN CHARLESTON, W. VA. 


L. L. Kelsey radio division 
sales manager for the Stewart- 
Warner Corporation, Chicago, 
Ill., announces the following 
radio distributor appointment: R. 
H. Kyle & Company, Charleston, 
W. Va. Officers of this most re- 
cently appointed Stewart-Warner 
radio distributor include R. H. 
Kyle, president and manager; E. 
G. Kyle, vice-president, and J. W. 
Ripley, service manager. 


400 DEALERS CELEBRATE WITH SOUTHWEST HARDWARE 





The 27th anniversary convention of the Southwest Hardware Co., held at its warehouse in Los Angeles, Calif., attracted more 
than 400 dealers and factory representatives to the all-day sessions. The theme of the day was “Cooperation”, and was the subject 
of an address by Dr. Cleveland Kleihauer at the evening’s banquet. A buffet lunch was served in the afternoon and entertainment 
was furnished by the Glee Club of the Occidental College through the courtesy of H. C. McClellan, president of the North Ameri- 
can Paint & Chemical Co. 


Officers of the Southwest Hardware Co. are: President, Roy R. Scantland; vice-president, Charles W. TeWinkle; secretary, 
Charles E. Gockley. and treasurer and directing manager, Harry F. Izenour. 
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vat eee BS Money saved on roof..more 
=i See eee §=6to spend on rest of house! 


IOs . oe “ ... That’s the way I figured it, so I went around and 
A. . ‘ showed all the builders in town how to dodge lop- 
hijo , ae sided roofing costs by using Barrett Shingles. 

sane. “Did I get the business? You bet I did!” 

cago, Savings realized by choosing Barrett Shingles may 
wing leave room on the building budget for an extra lava- 
t: R. tory downstairs, a cheerful breakfast nook in the 
ston, kitchen, or Venetian blinds on all the windows. 

st re- . Just show your builder friends and prospective 
arner home-owners how they can afford these “frills” and 
. H. watch your sales of Barrett Shingles jump! It will pay 
. oe you to make them familiar with Barrett’s handsome, 


fire-safe shingles and sidings. Identify yourself with 
“the biggest money’s worth in roofing.” 


—_ : ; THE BARRETT COMPANY 
<4 , : 40 Rector Street New York, N. Y. 
2800 So. Sacramento Ave.,Chicago, Ill. Birmingh Alab 





EXCLUSIVE 


Barrett Broad Shadow Shingles 


with a realistic, built-in shadow band oy He I N G | F E % 
vee of dark colored mineral surfacing. At- 





ject p . 

a tractive, colorful, fire-safe and econom- 

1eri- ical, as is the complete line of time- 
tested distinctive Barrett Shingles. 

ary 
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FOR YOUR PROTECTION 


AND PROFIT... Sed/ the 


products identified by 
WICKWIRE BROTHERS LABELS 





@ Dealers can take all the 
guesswork out of mer- 
chandising by pointing to 
the Turkey Label on the 
netting they sell their cus- 
tomers. It assures an ex 
ceptionally long twist, 
heavy galvanizing which 
completely fills the twists, 
rigidity with no sagging, 
real rust resisting and 
longer wearing. 





@ Your customers come back 
for more of the Hardware 
Cloth identified by the Cort- 
land Label. They are com- 
pletely satisfied with the de- 
pendability and uniformity 
of this quality product. It is 
furnished in standard meshes 
with extra heavy bright zinc 
coating. Also special grades 
in plain steel, tinned or gal- 
vanized wire with wide variety of different meshes and gauges. 


F 
s 
s e 





























4 


‘ 














@ Every bale of Wickwire Brothers Poultry Netting and Hardware 
Cloth is made from copper bearing open hearth steel. Over 60 con- 
tinuous years of manufacturing quality wire products prompts us 
to say, “Buy with confidence, products identified by Wickwire 
Brothers Labels’’. 





SPECIFY WICKWIRE BROTHERS TO YOUR JOBBERS 


WICK 


ROTHER 


om 2 See ee ee 


WIRE 


a ee: ee 


B 
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LIGHTING DIV. MANAGER 


| The appointment of W. F. 
White as manager of the Light- 
ing Division of the Westinghouse 


Electric and Manufacturing Co., 
| 


| WESTINGHOUSE APPOINTS 


| 


| 





W. F. WHITE 


at Cleveland, has been announced 
by George H. Bucher, president 
of the company. He succeeds F. 
R. Kohnstamm, former manager, 


who has been appointed sales 
manager of the Westinghouse 
Merchandising Division, Mans- 


field, Ohio. 

Mr. White, who has been as- 
sociated with the Westinghouse 
company since 192], came to 
Cleveland in 1930 when the light- 
|ing division was located there. 
| At first he was a member of the 
| engineering department, later di- 
rected that work and in March, 
1939. was appointed assistant 





Under his direction many of 
the notable street-lighting instal- 
lations of the United States have 


been designed and installed. He 
was responsible for much of the 
design and engineering of the 
lighting equipment and spectacu- 
lar displays of the Century of 
Progress in Chicago, the Great 
Lakes Exposition at Cleveland 
and the New York World’s Fair 
of 1939. 

Mr. White was recently elected 
chairman of the Cleveland Sec- 
tion of the Illuminating Engineer- 
ing Society. He is also chairman 
of the Street-Lighting Section and 
Aviation and Searchlight group 
of the National Electrical Manu- 
facturers Association. 


AYVAD WATER-WINGS 
DISTRIBUTORS 


Ayvad Water-Wings, Inc., Ho 
boken, N. J., has announced the 
following distributors: The 
George H. Eberhard Co., 290 
First St., San Francisco, Calif.: 
Milt L. Sandfelder, Republic 
Bldg., 209 S. State St., Chicago: 
J. B. Miller Co., 832 N. Fulton 
Ave., Baltimore, Md.; N. Martin 
Blau Ce., 2911 Monterey Ave.. 
Detroit, Mich.; Northland Sport 
Sales Co., Palace Bldg., Minne- 
| apolis, Minn. 


WILSON REPRESENTS 
CLINTON LOCK CO. 


John K. Wilson, Baltimore, 
Md., has been appointed repre 
sentative for the line of the 
Clinton Lock Co., Clinton, lowa, 
in Delaware, Maryland, the Dis- 
trict of Columbia, Virginia, West 
Virginia, the Carolinas, and 
Georgia. Mr. Wilson will have 
a display of Clinton products on 
view at his office in Baltimore. 





| 
| nted 
oo of the division. 








AMERICAN WHOLESALE 


HARDWARE 


COMPLETES NEW WAREHOUSE 


| Hardware merchants, their em- 
| ployees and representatives of 
scemeaainenn in Southern Cali- 
| fornia, 3,000 in number, were 
| present for the recent formal 
| opening of the new steel and 
ee hardware warehouse erect- 


ed by the American Wholesale 
Hardware Co., Long Beach, 
Calif. Refreshments were served 


| and a swing band provided music 
| for dancing. Principal speaker 
at the celebration was Joe Guil- 
foyle of the Southern California 
Retail Hardware Assn. 
The company began as a retail 
hardware business in Long Beach 
The 
business expanded rapidly and 
in 1924 necessitated a_three- 


more than 25 years ago. 


lowing the difficult depression 


At that time the retail business 
was disposed of and concentra 
tion was put on the wholesale 
hardware activities of the com- 
pany. 

The new. steel warehouse 
100 by 250 feet and is equipped 
with a 60-foot electric crane. 
hoist and cutting equipment for 
handling beams, angles, plates 
and shapes in large sizes. The 
building and equipment repre 
sent an investment of approxi 
mately $50,000 and have a capac 
ity of 18,000 to 25,000 tons ot 
steel for industrial use. 

George W. Anderson is presi 
dent of the company. Previously 
he had been president of the 
Imperial Hardware Co. Ben F. 
Larner is vice-president and sales 
manager. H. E. White is secre- 
tary and credit manager, and C. 


is 





years, the business was sold to 


| 
fe wholesale warehouse. Fol- 
| the present management in 1935. 


A. Larmore is steel department 
manager. 
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F. P. VOSS OBSERVES 60TH 
AND 80TH ANNIVERSARIES 


F. P. Voss, who was recently 
elected president of Voss Bros. 
Mfg. Company, Davenport, Iowa, 
to succeed his brother, W. H. 











F. P. VOSS 


Voss, who passed away in Janu- 
ary, celebrated his 80th birthday 
and the successful completion of 
63 years in the washing machine 
business on May 2. He holds 
the distinction of being the only 
man in the entire washing ma- 
chine industry who has been 
active in this same business, and 
with the same company, for 63 
years. 

Mr. Voss, familiarly known as 
“Uncle Fred” was pleasantly sur- 
prised when he received hun- 
dreds of cards and letters of con- 
gratulation from dtalers and 
distributors all over the United 
States. He is still very active, 
being at the factory every day 
at eight. Much of his time re- 
cently has been devoted to the 
new kitchen table washer which 
the Voss factory is producing and 
which incorporates a_ full-size 
washer in a porcelain top kitchen 
table. 


FIRE ARMS FIRM ELECTS 





NEW PRESIDENT 


Joseph P. Carney of Gardner | 
and Boston, Mass., has been | 
elected president and a director | 
of the Harrington & Richardson | 
Arms Co., Worcester, Mass. Mr. | 
Carney succeeds the late Clar- | 
ence C. Dodge. 

Mr. Carney is president of the | 
Gardner Trust Co. and from 1934 | 
to 1937 was’ New England man. | 
ager of the Reconstruction 
Finance Corp. He was also col- 
lector of internal revenue for 
Massachusetts in 1933 and 1934 
and is a former president of the | 
Gardner Chair Co. and treasurer | 
of the Hale Co. of Arlington, | 
Mass. 

Ralph E. Brooks has resigned 


MAY 18, 1939 


as a member of the board of di- 
rectors and is succeeded by 
Theron L. Loose, general man- 
ager of the company. Olin L. 
Stanhope continues as treasurer. 
Robert J. Nelson, treasurer of 
the Arcade Malleable Iron Co., 
together with Mr. Carney and 
Mr. Loose, constitute the board 
of directors. 


N. E. DRAZAN MOVES 
TO NEW OFFICES 


N. E. Drazan, manufacturers’ 
agent, has moved to new offices 
at 200 Fifth Ave., New York 
City. Mr. Drazan represents the 
Alaska Freezer Co., Enterprise 
Mfg. Co. of Pa., Mason and 
Parker Mfg. Co., National Screen 
Co., Inc., L. R. Nelson Mfg. Co. 
and the Rich Ladder and Mfg. 
Co. 





TAYLOR IN SOUTHWEST 
FOR AMERICAN CHAIN 


James B. Taylor is now repre- | 
senting the American Chain & | 
Cable Co., 230 Park Ave., New | 
York City. in the Southwest. | 
Mr. Taylor, who succeeds Con- | 
rad Goldstrohm, had been cov- | 
ering Chicago and _ southern | 
Wisconsin for his company. He 
resides at 4532 Southern Ave.. 
Dallas, Tex. Mr. Goldstrohm 
has been transferred to the 


Pittsburgh office. 


-DIBERT AN EXECUTIVE OF 
MARSHALL SUPPLY & EQUIP. | 


Fred Dibert has been elected 
vice-president and general man- 
ager of the Marshall Supply and | 
Equipment Co., Tulsa, Okla. 


PEYTON C. CLARK RESIGNS 
MISSOURI SECRETARYSHIP 


Peyton C. Clark has resigned 
his position as secretary of the 
Missouri Retail Hardware Assn., 
2861 Gravois Ave., St. Louis, 
Mo. Louis C. Kreh has been 
appointed to replace Mr. Clark. | 








PEYTON C. CLARK 












There’s ready sale—and easy profits—with the 
LUCKIE LINE of DeLuxe Colored Kitchen- 
ware. Not only are the items extremely well 
made. They are exceptionally attractive, too, 
in their color combinations of 

White with Red Trim 

White with Blue Trim 

White with Black Trim 


Ask your Jobber's Representative. 


SCHLUETER MFG. CO., ST. LOUIS, MO. 














Schlueter Mfg.Co. 
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HISELS need it too 


Tool users still measure quality in a chisel by the steel it 
contains—not by fancy trimmings or high polish. They 
know—and you know—that it takes good steel to make a 
good chisel. Capitalize the ever-present demand for a true 
quality product by offering your customers UNION 
HARDWARE Chisels—a name long identified with depen- 
dability in hardware. Only the finest, rust-resisting tool 
steel goes into UNION HARDWARE Chisels. They’re 
tempered by experts—are known for their clean, smooth 
cutting action and ability to cut longer between sharpen- 
ings. Let UNION HARDWARE’S sound reputation for 
quality—built up over three quarters of a century—help 
you to greater tool profits. Ask your jobber for further 


details about this money-making line. 


No. 110 SOCKET FIRMER CHISELS 


Righth—No. 110 Socket 
Firmer Chisel with 
6%” blade. Made in 
12 sizes from %” 
2” in width. Plain or 
leather tipped hickory 
hendle. Also Socket 
Pocket, Socket Butt, 
Secket Framer and 
Secket Firmer cabinet 
styles. 


to 


Left—No. 1110 Socket 
Firmer Gouge with 6” 
blade. Made in 12 size< 
from \%” 3” in 
width. Plain or leather 
tipped hickory handle. 
Outside or inside bevel. 


EERE E PRA SE 
HARDWARE COMPANY 


to 





No. 1110 SOCKET FIRMER GOUGES 


SZ EWVEiGw EY 
TORRINGTON, CONN. 


NEW YORK OFFICE ISI CHAMBERS STREET 
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| distributors, 


its merchandise from all mail- 
order catalogs reaching other 
{than legitimate retailers. The 


| letter, signed by K. C. Gifford, 





| 


| 
| 
| 
| 
| 
| 








CENTRAL NEW YORK ASSN. 


TOASTMASTER MOVES TO HALT 
MAIL-ORDER CATALOG SALES 


In a letter to its Toastmaster 
the McGraw Elec 
tric Co.. Toastmaster Products 
Division, Elgin, Ill., makes known 
its sales policy by which the 
company takes action to eliminate 


general sales manager, reads: 

“Tt is our firm belief that it is 
more beneficial to our distribu- 
tors, our retailers and our- 
selves that Toastmaster Products 
be sold to the consumer through 
legitimate retailers only. We are, 
therefore, determined to keep 
Toastmaster merchandise out of 
any mail-order catalogs which 
may reach other than regular 
retailer dealers. 

“Our reason for doing this is 
that understand many of 
these catalogs reach consumers 
instead of dealers and that in 
many instances our merchandise 
is actually sold the consumer at 
less than our nationally adver- 
tised list prices. In view of the 
fact that have fair trade | 
contracts many states, such | 


to 


we 





we 
in 


ELECTS OFFICERS 


F. L. Greene was reelected 
president of the Central New 
York Retail Hardware Assn., at 
that group’s monthly meeting, 
April 24th, at the Yates Hotel 
Grill, Syracuse, N. Y. Other of- 
ficers reelected were Donald D. 
Ausman, vice-president; James 
R. Hart. treasurer, and John B. 
Foley, secretary. Discussions cen- 
tered about National Hardware 
Week, prices on seasonable. mer- 
chandise in local hardware stores 
which were found to be gener- 
ally in line with comparative 
merchandise in syndicate stores. 
Paint manufacturers were locally 
criticized for failure work 
with merchant customers and for 
directly competing with them. 


to 





NATIONAL TENNIS WEEK 
MAY 20 TO 27 
National Tennis Week will be | 


observed for the eighth consecu- | 


tive year from May 20 to 27, ac- | 
cording to its sponsor, The | 
Sporting Goods Dealer, St. Louis, 
Mo. The publication will again 
foster a prize window display | 
and newspaper advertising con- | 
test, open to all retail merchants | 
of tennis equipment, with tro- | 
phies going to the winner and | 
runner-up in both contests. In | 
addition, there will be cash | 
awards for the next five best | 


| window displays. 


sales violations of the law 
and will not be permitted. 

“In keeping with this policy 
we are asking you to refrain 
from selling our merchandise to 
any accounts putting out mail- 
order catalogs from whom con- 
sumers may buy our merchandise 
at less than nationally adver- 
tised list prices. Do not under 
any circumstances provide elec- 
trotypes or other illustrations of 
our merchandise to any such 
concerns. 

“We also want to remind you 
that it is a policy of our com- 
pany that distributors confine the 
sale of our merchandise to their 
regular trading areas only. 

“We reserve the right to with- 
draw discounts from any distrib- 
utor who sells our merchandise 
(1) to a concern who in turn 
shows it in such a mail order 
catalog, or (2) sells outside of 
his regular trading area. 

“We subscribe 100 per cent to 
the widespread movement under 
way at the present time to assist 
the legitimate retailer in getting 
his full share of business. We 
hope you do also.” 


are 


EMERSON ELECTRIC MOVES 
NEW YORK OFFICE 


The Emerson Electric Mfg. 
Co., St. Louis, Mo., has moved 
its New York City district office 
to Suite 1945, 420 Lexington 
Ave. 


MAJESTIC RADIO APPOINTS 
GENERAL SALES MANAGER 


The Majestic Radio and Tele- 
vision Corp., Chicago, Ill., has 
appointed W. B. E. Norins as 
general sales manager of the 
new Majestic organization. Mr. 
Norins has been associated with 
the New York office as eastern 
sales manager. 





W. B. E. NORINS 
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STEWART-WARNER TO 
SHOW 1940 RADIO LINE 


The Stewart-Warner Corpora- 
tion, Chicago, IIl., will introduce 
first models of the 1940 Stewart- 
Warner radio line at four sec- 
tional conventions to be held 
early in June, according to an 
announcement by L. L. Kelsey, 
radio sales manager for the cor- 
poration. Dates and locations of 
the four sectional conventions 
are scheduled as follows: Chicago 
(Edgewater Beach Hotel), June 
6; New York (Park Central 
Hotel) , June 9; Dallas (Adolphus 
Hotel), June 12; San Francisco 
(St. Francis Hotel), June 14. 

Contemplated expanded adver- 
tising plans for Stewart-Warner 
radios, for the latter part of 
1939 and early 1940, will be out- 
lined at each convention by F. 
A. Hiter, vice-president of Stew- 
art-Warner. L. L. Kelsey will 
disclose future sales plans and 
will discuss in detail the new 
policy of the Stewart-Warner 
Corporation concerning the intro- 
duction of new radio models, 
whereby additions will not make 
obsolete prevailing stocks on 
hand. Stewart-Warner division 
sales managers of the respective 
territories in which the sectional 
conventions are to be held will 
also take an active part in wel- 
coming distributors. 


CENTRAL STATES BEGINS 
LUNCH CLUB 


The Central States Hardware 
Club, Inc., Chicago, has estab- 
lished a lunch club meeting 
place, the Sportsman’s Grill, 360 
N. Michigan Ave., that city. The 
Grill is on the second floor of 
the London Guarantee Bldg., and 
has assigned a special room for 
the use of members. 


SKILSAW BUILDS 
NEW PLANT 


Skilsaw, Inc., Chicago, has 
erected a new factory and office 
building, giving it an increase of 
two and one-half times the space 
previously occupied by the com- 
pany but more than quadruple 
its capacity. Departmentaliza- 
tion of production, storage and 
handling facilities in an efficient, 
logical layout has been applied 
to take maximum advantage of 
daylight. The plant makes use 
of color and special treatment of 
brick and glass block in the ex- 
terior. The two-story office sec- 
tion extends across most of the 
140-foot landscaped facade. and 
the plant proper has an overall 
depth of 200 feet, with an addi- 
tional 300 feet available for 
further expansion. 
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For the convenience of sales- 
men and customers a large dis- 
play and conference room, with 
demonstration room shut off by 
folding doors at one end, has 
been provided in the ground 
floor. Skilsaw, Inc., makes port 
able electric tools. J. W. Sullivan | 
is president; Bolton Sullivan, 
secretary and general manager; 
Edward W. Ristau, vice-president 
in charge of advertising and sales 
promotion, and sales manager is 


George P. Wright. 





READER OFFERS $1.25 
FOR NORVELL BOOK 


Readers of HARDWARE AGE 
offer $1.25 for a copy of Saun- 
ders Norvell’s book, “Forty 
Years of Hardware,” if in good 
condition. This book was pub- 
lished serially in HarpwareE AGE 
several years ago and _ later 
brought forth in book form. Due 
to the popularity of the book, 
the publishers have sold all 
available copies. Readers having 
any extra copies and willing to 
release them for the amount 
mentioned will please advise 
either F. J. Sten, manager, Mon- | 
tana Hardware Co., 823 South 
Montana St., Butte, Mont., or 
Folke Engstrom, advertising man- 
ager, American Cabinet Hdwe. 
Corp., Rockford, Ill. Do not mail | 





| the book until requested to do so. | 





EDWARD L. LLOYD JOINS 
MARKETING ORGANIZATION 


Dr. Edward L. Lloyd has joined 
the staff of the A. C. Nielsen Co.. 
2101 Howard St., Chicago, a mar- 
ket research organization. He 
was formerly chief of the Market 
Data Section of the Bureau of 
Foreign and Domestic Commerce. 

Doctor Lloyd is widely known 
throughout the country as a mar- 
keting and advertising specialist 
due to his many addresses before 
trade groups and his extensive 
writings in these fields. While 
at the Bureau of Foreign and 
Domestic Commerce he was re- 
sponsible for the development 
and publication of the Bureau’s 
monthly indexes and reports on | 
retail and wholesale sales and | 
inventories, the quarterly canned | 
food stock reports, and the Bu- | 
reau’s studies of the confection- | 
ery and salad dressing industries | 
as well as many annual studies. | 

He is a member of the Ameri- 
can Statistical Association, the 
National Federation of Sales Ex- 
ecutives, the American Market- | 
ing Association, and a member | 
of the editorial board of the | 
Journal of Marketing, being edi- 
tor of the section on Marketing 
Research. 
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New A-P Electric ‘Auto-Heat’’ Top 
Unit and Wall Thermostat 


© Add an extra Profit on every sale. 
© Provide steady heating comfort. 
© Offer Greater Customer Satisfaction. 


The new A-P Electric “Auto-Heat’ Top Unit and Wall Ther- 
mostat add new pleasure, comfort, convenience and econ- 
omy to Home Heating . . . Make the new Oil Burning Space 
Heaters as completely automatic as the finest central heating 
plant, capable of regulating home temperatures within a 
variation of only 2 degrees, 


SIMPLE TO INSTALL... 

Just mount the A-P Electric “Auto- 
Heat” Top on the regular A-P Manual 
Control, connect it through the trans- 
former to a modern A-P Wall Ther- 
mostat. Then comfortable, healthful 
Home Heat is merely a matter of 
setting the Thermostat. 


NEW FUEL COMPENSATOR... 
on all A-P Constant Level Oil Controls 
Here’s the greatest development of 
the year in Fuel Control Accuracy! 
The new Fuel Compensator on each 
A-P Control offers quick, simple ad- 
justment for varying grades of fuel 
oil found in various localities across 
the country, as recommended by 
Space Heater Manufacturers. 


Reduces SERVICE CALLS 
and EXPENSE... 


Your first installation will tell you 
where the Fuel Compensator is to 
be set for the grade of fuel in your 
locality. Then this same setting made 
on each heater before it leaves your 
store, assures the same efficient op- 
eration on every heater — without 
further service attention. 


Only A-P Controlled Space Heaters offer the selling advantages 
of Fuel Compensator and Automatic Temperature Regulation. 


AUTOMATIC PRODUCTS COMPANY 


2 MoRTH THIRTY=SECOND STREET 


MILWAUKEE @ WISCONSIN 


DEPENDABLE 


THE BY-WORD FOR A-P VALVES 

















MORE POWER 


to your lock business 


Put these powerful, rugged ILCO Deadlocks to work for you, 
building up extra business and better profits. They'll make a hit 
with your trade because these strong, dependable locks combine 
plus protection with smart design and exceptional value. There 
is a complete ILCO line of jimmy-proof locks in regular, double 
cylinder and chain types—a size and style for every purpose. 


You'll do yourself and your trade a good turn by selling this 
quality line. 
ILCO catalog. 


(No. 6391B Cylinder Rim Deadlock) 


Write today for further details or the complete 







INDEPENDENT 
*. LOCK COMPANY 


‘ Fitchburg, Mass. 


Branches in all principal cities 
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UNITED STATES RUBBER 
PROMOTES COBB 


Willard H. Cobb, for the past 


several years general factory man- 


| ager, mechanical goods plants, 


United States Rubber Co., has 
been appointed general manager 
of the Mechanical Goods and 
General Products divisions. This 
position includes superivision of 


| the manufacture of Lastex yarn 





and rubber thread. Herbert E. 
Smith, vice-president, will con- 
tinue supervision of all the activi- 
ties of the divisions. 


APPOINT EVANOIL 
ZONE MANAGERS 


With the appointment of zone 
managers throughout the country, 
the 1939 Evanoil sales campaign 
has already swung into action, 
according to A. W. Shields, sales 
manager of the Evanoil division 
of Evans Products Company, De- 
troit. 

The appointment of the Evan- 
oil zone managers and their terri- 
tories as announced by Mr. 
Shields are: H. J. Waff, Sr., Chi- 
cago; C. L. Bradford, Chicago, 
will travel Illinois, Indiana, east- 
ern Wisconsin and eastern Mis- 
souri; O. P. Stuefer, Minneapolis, 
territory western Wisconsin, Min- 
nesota, northern Iowa, North Da- 
kota and South Dakota; William 
Bailey, Kansas City, Mo., south- 
ern Iowa, western Missouri, east- 
ern Nebraska, Kansas and Okla- 
homa; H. A. Bobar, Denver, 
territory Montana, Wyoming, 
Utah, Colorado, New Mexico, 
Arizona; W. M. Birnbaum, Hous- 
ton, Tex., territory Texas, Arkan- 
sas, Louisiana, Mississippi; E. L. 
R. Smith, Baltimore, territory 
New York, eastern Pennsylvania, 
New Jersey, Delaware, Maryland, 
District of Columbia; R. H. 
Boyer, Philadelphia, territory 
Maine, western Pennsylvania; 
northern West Virginia, eastern 
Ohio, Vermont, New Hampshire, 
Massachusetts, Connecticut and 


Rhode Island; H. J. Waff, Jr., 











Norfolk, Va., territory southern 
West Virginia, Virginia, eastern 
Tennessee, North Carolina, South 
Carolina, Georgia, Alabama and 
Florida; Clark E. Rucker, Oak- 
land, Calif., territory Washing- 
ton, Oregon, Idaho, Nevada, Cali- 
fornia. 

NORWEGIAN HARDWARE- 

MEN VISITING U.S. 


Odd Nielsen and A. M. Nor 
mann of the hardware firm of 
Ingwald Nielsen, Oslo, Norway, 
wholesalers and retailers, are in 
the United States visiting hard- 
ware manufacturing companies 
whose lines they handle. Messrs. 
Nielsen and Normann will be in 
this country for two months call- 
ing in New York, New England 
and midwestern states. Mr. Niel- 
sen is a partner in the Nielsen 
organization and Mr. Normann is 
a buyer for the company. Six- 
teen years ago Mr. Nielsen spent 
several months working for mill 
supply and retail hardware com- 
panies in Boston, before entering 
the business founded by his 
father, the late Ingwald Nielsen. 

Like the Nielsen firm, many 
hardware concerns in the larger 
cities and towns in Norway con- 
duct both wholesale and retail 
departments, Mr. Nielsen tells 
us. Asked about hardware store 
competition in Norway, Mr. Niel- 
sen stated that so far consumer 
cooperatives have confined their 
efforts chiefly to the sale of food 
and clothing, and that while such 
organizations pay. no income tax 
they are subject to other taxation. 
The combination of low power 
rates and well made electrical 
appliances, manufactured under 
very strict requirements, have 
greatly helped in the sale of 
such equipment, much of the vol- 
ume being done in appliances 
of Norwegian manufacture. Al- 
though municipally owned utili- 
ties sell quite a number of gas 
appliances, electrical appliances 
are sold by municipally owned 
utilities chiefly in sections where 
there are no appliance dealers. 


ODD NIELSEN and A. M. NORMANN 
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G-E WORLD'S FAIR 
EXHIBIT PREVIEWED 


A theater within a_ theater 
played to its first formal audience 
April 27, when the General 
Electric Company unveiled a 
new version of the “House of 
Magic” at a preview for the press 
of the company’s entire exhibit 
building at the New York 
World’s Fair. 

The visitors were given a 
demonstration in Steinmetz Hall, 
a lofty auditorium where five 
young engineers have been prac- 
tising for several weeks at hurl- 
ing a_ 10,000,000-volt bolt of 
artificial lightning. In the exhibit 
area, a third part of the building, 
a varied display was assembled 
for its first demonstration, cover- 
ing such a range of subjects as 
a television studio, a mural by 
Rockwell Kent, an X-ray exhibit, 
an old laboratory in which a 
glassblower assembles replicas 
of Edison’s first lamp, plastics 
presses which turn out a World’s 
Fair souvenir, an appliance dis- 
play, and a “Magic Kitchen” 
which talks, sings and does its 
own version of a dance. 


BOOSTERS URGED TO 
THINK, ACT AMERICAN 


Speaking on, “The European 
Situation as It Affects America” 
Robert P. Leavis, Esq., attorney, 
advised members and guests at- 
tending the April 29 meeting of 
the Hardware Boosters at the 
Circle Club, 1819 Broadway, New 
York City. to act American, 











Here we see L. M. Stratton, president of Stratton-Warren Hard- | 
ware Co., Memphis, Tenn., and immediate past president of the 
National Wholesale Hardware Association, with a section of his 
family. There are 24 present when the family is completely 
assembled. Five are absent from Memphis, but it is said that 
there are 19 “regulars” at the Stratton dinner table on Sundays. 
The hand seen at the left belongs to Leslie Stratton, Jr.. who 
attempted to interest the grandchildren and get them in a recep- 
tive mood while the photograph was being taken. 
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L. M. STRATTON WITH SOME OF THE FAMILY 


think American and be Amer- 
ican. Mr. Leavis emphasized 
the need for greater attention 
to religion as a way out of the 
troubles besetting the world at 
this time. He outlined the ad- 
dress of Chancellor Adolph Hit- 
ler, made the evening before, and 
said let Europe struggle if it 
will. “Uncle Sam mind your 
own business,” he advised. 
George G. Hoy, associate edi- 
tor, HarpwarE AGE, was elected 
a member of the Boosters. The 
application of Harry W. John- 
son, Abrasive Products, Inc., for 
membership was read. Plans 
were discussed for a party to be 
held by the Boosters, the date, 
place and nature of the affair to 
be announced at a later date. 
Harry J. Strugnell, Remington 
Arms Co., Inc., president of the 
Boosters presided at the meeting. 


LEONARD APPOINTS DEALER 
DISTRIBUTORS 


Appointment of eight new 
Leonard dealers was announced 
recently by Ray Legg, general 
sales manager, of the Leonard Di- 
vision, Nash-Kelvinator Corpora- 
tion, Detroit, Mich. 

The new dealers are: The Sims 
Drug Co., Sublette, Kans.; Fells- 
burg Garage, Fellsburg, Kans.; 
Protection Hardware Co., Protec- 
tion, Kans.; Fair Plumbing Co., 
Great Bend, Kans.; V. E. Hull, 
Adrian, Mich.; Wiers Appliance 
Co., Muskegon Heights, Mich.; 
Fridenstine Co. and the Edvalson 
Appliance Co., Ogden, Utah. 











in The Saturday Evening Post 


An ad every two weeks in The Saturday Evening 
Post right at the height of your fan selling season! 
Planned to reach the better-buying families in 
your community who account for 80% of quality 
fan sales! Step out with this powerful consumer 
advertising program...and the COMPLETE 
Fan Line for ’39! Westinghouse gives you every- 
thing to put you on the road to real fan profits. 
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6 NEW 
G-E CLOCKS 


STYLED AND PRICED 
FOR QUICK TURNOVER! 





THE SERGEANT 


Model 7H-94—The lowest priced alarm clock 
in G-E history. Ivory dial with black nu- 
merals. Brown plastic case of smart, modern 
design. Price, $2.95. 
Also available in Ivo 


‘ , with plain or lumi- 
nous dial. Slightly hi i i 


er in price. 


Here are six of the sweetest- 
looking electric clocks you’ve ever 
laid eyes on. Look at those smart, 
up-to-the-minute designs — that’s 
“eye appeal” ! Look at those down- 
to-earth prices — that’s “buy ap- 
peal”! And remember, they’re 
General Electric Clocks, self-start- 
ing, fully warranted, and widely 
advertised! 

Enhance your profit opportunity 
with these new G-E Clock num- 
bers. They’re styled and priced for 
quick turnover! And with the 
clock season just ahead, now is the 


time to start your electric clock © 


promotion. So—place your sample 
order, today, with your local Gen- 
eral Electric Clock Wholesaler. 
Sell General Electric Clocks . . . 
the fastest-selling line of electric 
clocks . . . and make this your best 
electric clock year! 

There’s a Wholesaler near you 
who stocks G-E Clocks. If you do 
not know hs name, write us. 


GENERAL ELECTRIC COMPANY 
APPLIANCE AND MERCHANDISE DEPT. 
BRIDGEPORT, CONNECTICUT 








THE CORPORAL. Model 
7H-98—A new and inexpen- 
sive G-E Alarm model! Plastic 
case. Available in two colors, 
“se price $3.95. Ivory, 


THE GARCON. Model 2H-08 
—A smart, metal-cased G-E 


kitchen clock! Choice in col- 
ors of Ivory, Green, Red, 
Black, Blue or White. Price, 
$3.50. 








THE DUNCAN. Model 3F-74 
— An exceedingly modern 
square clock. Handsome Black 
or Blue gy frame. Ivory 
dial with black numerals. 
Price, $4.50. 


4 





THE FARRAGUT. Model 
3H-88—A new G-E occasional 
clock! Smart Brown or Black 
plastic case. Buff and gold 
colored dial. Price, $3.50. 





THE ACORN. Model 7H-78 
— Another inexpensive G-E 
Alarm model! Black or Brown 
plastic case, with Ivory front 
panel. Price, $3.95. Luminous 
models also available. 


Self cluding Clocks by 


GENERAL ‘i; ELECTRIC 
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NEW MEMBER OF S. H. Jj. A. 
EXECUTIVE COMMITTEE 
R. R. Witt, Builders’ Supply 

Co., San Antonio, Texas, whose 

election to the Executive Commit- 

tee of the Southern Hardware Job- 








R. R. WITT 


bers’ Association, at itsrecent New 
Orleans, La., convention was re- 
ported in the May 4, 1939, issue 
of Harpware Ace. At the con- 
venton Mr. Witt led a discussion 
of legislation affecting business, 
in which he stressed the impor- 
tance of business men expressing 
their opinions to Congressmen 
and state legislators instead of 
being content merely to express 
such opinions among themselves. 


700 ATTEND SHORE DINNER 
OF HARDWARE SQUARE 
CLUB 


More than 700 members and 
guests enjoyed the llth annual 
shore dinner of the Hardware 
Square Club, No. 675, held at 
the Hotel Astor, New York City, 
May 4. An excellent bill of pro- 
fessional entertainment was pre- 
sented under the direction of 
Harry W. Kornrumph, Long 
Island Hardware Co., president 
of the Hardware Square Club. 
The Hardware Square Club Re- 
vue included acts by radio artists, 
acrobatic dancers, song and 
dance acts and several chorus 
routines, with some numbers 
typifying the New York World’s 
Fair. 

Ralph S. Allen, Diamond Ex- 
pansion Bolt Co., secretary of the 
Hardware Square Club, was gen- 
eral chairman of the shore 
dinner, as in former years. Fred 
A. Scholl, Long Island Hardware 
Co., was chairman of the ar- 
rangements committee. Other 
committee chairmen were: enter- 
tainment, Mr. Kornrumph; deco- 
ration, George Carstens, Topping 
Bros.; publicity, Charles J. 
Heale, editor, HARDWARE AGE; 








finance, Albert Westphal, Corbin 
Cabinet Lock Co. and Corbin 
Screw Corp.; journal, Conrad 
Kunz, Fred L. Stellwagen & Son, 
Inc.; ticket, Lewis M. Edwards, 
manufacturers agent and recep- 
tion, Frank Jerram, Federal 
Hardware Co. 


SALES PROMOTION 
MANAGER FOR BENDIX 
APPLIANCES 


Jud S. Sayre, vice-president in 
charge of sales for Bendix Home 
Appliances, Inc., South Bend, 
Ind., recently announced the 
appointment of W. C. Jones as 
assistant advertising and sales 
promotion manager. Mr. Jones 
will assist advertising and sales 
promotion manager, Parker H. 
Ericksen, in the development of 
contests, advertising plans, and 
promotional activities. 

Mr. Jones first entered the ap- 
pliance business in 1930 when 
he joined the advertising depart- 
ment of the refrigeration division 
of General Electric. He spent 
three years with G-E in Cleve- 
land, and from there he went to 
Harrisburg, Pa., where for four 
years he was sales promotion 
manager for a specialty appli- 
ance distributor. Following this 
he was with Rex Cole, Inc.. 
metropolitan New York appli- 
ance distributor, as campaign 
manager, until he joined the ad- 
vertising department of Hotpoint 
several years ago. At Hotpoint, 
Mr. Jones was in charge of 
washer and ironer promotion for 
one year, and headed for another 
year refrigeration promotion ac- 
tivities including sales training 
and campaigns. 


DISSTON’S AUSTRALIA 
DIVISION IN NEW. 
MODERN PLANT 


Henry Disston & Sons, Pty., 
Ltd., Sydney, Australia, has re- 
cently moved into a new, mod- 
ern building, erected solely to 
house its manufacturing busi- 
ness. In this plant, circular saws, 
wide and narrow band saws, 
machine knives and many other 
wood cutting products are being 
manufactured on the same mod- 
ern scale as in the home plant 
at Philadelphia, Pa. 

The Disston company at Phila- 
delphia established the Austra- 
lian sales branch and a small 
factory in 1914. This branch 
established a small plant for re- 
conditioning Disston saws sold in 
that section of the world. As 
Disston sales expanded, the man- 
ufacturing operations grew and 
necessitated the new large plant 
building. 
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HEADS WESTINGHOUSE 
MERCHANDISING SALES 


Appointment of F. R. Kohn- 
stamm as sales manager and L. 
E. Osborne as manager of manu- 
facturing and engineering has 





F. R. KOHNSTAMM 


been announced by F. B. Wil- 
liams, Jr., vice-president in 
charge of the merchandising divi- 
sion of the Westinghouse Elec- 
tric & Mfg. Co., Mansfield, Ohio. 
R. E. Imhoff, former sales man- 
ager of that division, has re- 
signed. 

Mr. Kohnstamm, prior to his 
present appointment was man- 
ager of the Westinghouse Light- 
ing division and agency sales 
department at Cleveland, Ohio. 
He has been associated with 
Westinghouse since 1917. He 
went to Mansfield in 1919 when 
merchandising headquarters were 
established there, later becoming 
assistant sales manager and in 
1931, director of merchandising. 
In 1933 he went to Pittsburgh 
as sales promotion manager of 
the company, taking charge of 
the Cleveland lighting headquar- 
ters in 1934. 

Mr. Osborne has been with 
Westinghouse since 1910, prin- 
cipally in manufacturing opera- 
tions. In 1930 he was appointed 
superintendent of the metal 
stamping department at East 
Pittsburgh, then he became 
works manager of the Westing- 
house meter and_ instrument 
plant at Newark, N. J. Since 
1934, he has been located at 
Springfield, Mass., as works man- 
ager for the Westinghouse mer- 
chandising division there. 


DEALERS APPOINTED 
BY KELVINATOR 


Announcement of the appoint- 
ment of 17 new dealers was made 





Eddy, Clarington, Ohio; Fuller- 
ton Furniture Co., Huron, S. D.; 
Perry & McGee Furniture Co., 
Seminole, Okla.; Asleson’s Hard- 
ware Store, Stoughton, Wis.; M. 
E. Robertson, Madison, Wis.; 
Carthage Furniture Co., Carth- 
age, N. C.; S. H. Lewis, Aynor, 
S. C.; Anderson Furniture Co., 
Des Moines, Iowa. 

L. H. Perrinjaquet, Edgewood, 
Iowa; Watson Appliance Sales, 
Genoa, Ill.; Fritz Carlson Co., 
Batavia, Ill.; Parke Snow, Inc., 
Waltham, Mass.; Parke Snow, 
Inc., Somerville, Mass.; William 
G. Webber, Salem, Mass.; Acme 
Refrigeration Co., Roxbury, 
Mass.; Parke Snow, Inc., Roslin- 
dale, Mass., and Banet Radio Ex- 
change, Boston, Mass. 


McKENNA GOES WITH 
KNAPP-MONARCH 


John H. McKenna has become 
associated with the Knapp-Mon- 
arch Co., St. Louis, Mo., in 
charge of utility sales in the 
company’s eastern operations. He 
was previously associated with 
the A. J. Lindemann & Hoverson 
Co., Milwaukee, Wis., as eastern 
sales manager and had also held 
executive positions with the Hur- 
ley Machine Co., Chicago, and 
the Kimball Electric Co., New 
York. He is a vice-president of 
the Electrical and Gas Associa- 
tions of New York, Inc. 


E. J. CREISSEN HEADS 
HARDWARE FIRM 


At the annual meeting of the 
board of directors, E. J. Creis- 
sen was elected president of the 
Creissen Hardware Co., 3209 
Park Ave., St. Louis, Mo., to suc- 
ceed his father, Jules Creissen. 
H. Floerke was elected vice- 
president and E. E. J. Creissen, 
grandson of Jules Creissen was 
elected secretary. The firm’s new 
president is a past president of 
the St. Louis and the Missouri 
Retail Hardware Assn. 





this week by Henry W. Burritt, 





vice-president in charge of sales 
of the Kelvinator Division of 
Nash-Kelvinator Corporation, De- 
troit, Mich. They are: R. H. | 
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E. J. CREISSEN 





Y our customers reach for this 
sensible steel tape. They know 
that Wyteface permits reading 
at a glance—even in poor light. 
Black markings ona white sur- 
face provide sharp, clear con- 
trast—easy to read—saves time. 

Favorite Wyteface is hard to 
kink, hard to curl. The crack- 
proof white surface—easy to 
clean—-is bonded to the steel, 
protects it against rust and 
corrosion. 

1,500,000 picked prospects 
are being told about the new 
Favorite Wyteface. The 
heaviest advertising 
campaign ever put be- 
hind a steel tape is 


PROFITS 


IN BLACK-ON-WHITE 





reaching them through Popu- 
lar Mechanics, Popular Sci- 
ence, Construction Methods, 
American Builder, Practical 
Builder, Building Products 
and Building Reporter. Every 
advertisement tells them to 
look for the Wyteface dis- 
play in your store. With your 
first order, you receive a hand- 
some, permanent display— 
tested for sales-building. 

Get your share of these new 
Wyteface profits. Use the cou- 
pon today...to secure com- 
plete price list. 


EST. 1867 


KEUFFEL & ESSER CO. 


NEW YORK - HOBOKEN, N. 3. 


CHICAGO - ST. LOUIS - SAW FRANCISCO - DETROIT - MONTREAL 





K&E 


ravorite WY TEFACE 


STEEL MEASURING TAPES 













KEUFFEL & ESSER CO., Dept. 74, Hoboken, NJ. 


Send Wyteface folder, sample and prices. 


YOUR O 

CUSTOMERS 

ARE LOOKING Name. 
FOR THIS Address 
DISPLAY 
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ROBERT M. REPP 


Robert M. Repp, president of | 
the Logan-Gregg Hardware Co., 
wholesale hardware 





concern at | 

| 

} 

| 

} 

| 

ROBERT M. REPP 

Pittsburgh, Pa., passed away 


suddenly April 25th. He was 74 
years of age and had been asso- 
ciated with the Logan-Gregg or- 
ganization for 58 years. 

Mr. Repp entered the business 
in 1881 as a bill clerk and from 
that position was promoted to the 
sales department. When the busi- 
ness ‘was incorporated in 1896 he 
was made general manager and 
in 1918 became president of the 
He was a member of 


company. 
the Harpware Ace Fifty-Year 
Club 
W. A. SCOTT 
W. A. Scott, well-known re- 


tired hardwate man, passed away 
recently at his camp at Presque 
Isle, 'P: 0.,, Mich. He retired 
from the hardware field in 1932 
at which time he was sales man- 
ager for the McKinney Mfg. Co., 








Ww. A. SCOTT 
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| Pittsburgh, Pa. 


He had been 
associated with McKinney for 
about 12 years, traveling in 
Michigan, Indiana, and Ohio, and 
then as manager of the McKin- 
ney Mfg. Co., Inc., of New York. 
Previous to his association with 
McKinney, he was with Sargent 
& Co., New Haven, Conn., and 
had been in the retail hardware 
business. 


JAMES LUSK 


Lusk, 73, prominent 
hardwareman of Boise, Idaho, 
passed away recently after an 
illness of several months. He 
learned the tinsmith trade in 
Boise and later entered the hard- 
ware business as an employee 
of F. R. Coffin and Bros. Later 
with Edward Phelps he operat- 
ed his own business which was 
sold to the Idaho Hardware and 
Plumbing Co. Mr. Lusk re- 
entered the hardware business in 
1907 as a partner in the Carlson- 
Lusk Co., which in 1915 was 
absorbed by the Idaho Hard- 
ware, Mr. Lusk remaining with 
that organization for some time. 

After retiring from business 
Mr. Lusk devoted some time to 
civic affairs. He was a former 
state legislator, a city council- 
man and an Ada County com- 
missioner. 


James 


JOHN T. TAUB 


John T. Taub, 55, leading 
hardware dealer of Lansdale, Pa., 
passed away recently. He had 
been in failing health for the 
past year. His widow survives. 


JESSE R. WHITLA 


Jesse R. Whitla, 68, hardware 
and implement dealer in Edger- 
ton, Kan., for 46 years, passed 
away suddenly April 30. Death 
was ascribed to a heart attack. 
Mr. Whitla was also president 
of the Western Retail Implement 
and Hardware Assn. 

Born in Minnesota, he went 


to Edgerton with his parents 





J. R. WHITLA 


when he was 18 years old. His 
father, the Rev. J. R. Whitla, 
Sr., was pastor of the Presby- 
terian Church at Edgerton many 
years ago. After his father’s 
death, Mr. Whitla entered the 
hardware and implement busi- 
ness. An exponent of mechan- 
ized farming, he had concentrat- 
ed much effort in the last 10 
years in developing tractor sales 
through his agency. He was one 
of the first motor car dealers in 
Edgerton. 

Mr. Whitla was a member of 
the board of directors of the 
Farmer’s Bank at Gardner, Kan., 
and was active in church and 
civic affairs. He leaves his widow, 
Mrs. Elizabeth Whitla and two 
sons, Lowell R. of Wellsville, 
Kan., and Russell H. Whitla of 
Edgerton. 











SIMPLIFIED PRACTICE 
FOR GRINDING WHEELS 


A revision of the simplified 
practice recommendations cover- 
ing grinding wheels, eliminating 
certain items on which demand 
has fallen off and adding others 
which have come into active use 
in recent years, has been ap- 
proved by the Bureau of Stand- 


ards, to become effective on 
June 1. 
The new _ recommendations, 


copies of which are available at 
the bureau in Washington, brings 
previous revisions made in 1927, 
1928 and 1932 into line with cur- 
rent requirements and reduces 
the variety of wheels to a number 
regarded as adequate for normal 
requirements. 





FONES BROS. ISSUES 
NEW CATALOG 


The Fones Brothers Hardware 
Co., wholesale hardware firm of 
Little Rock, Ark., has issued an 
attractive new catalog, No. 39, 
on its lines of shelf and heavy 
hardware, plumbing _ supplies, 
pumps, farm implements, build- 
ers’ hardware, paints, varnishes, 
stoves, heaters, houseware, cut- 
lery, firearms and ‘ammunition, 
sporting goods, fishing tackle, 
electrical supplies, refrigerators, 
ranges, water heaters, fans, 
radios and small appliances. The 
catalog is of 965 pages with a 
thumb-indexed reference section 
in the center. The volume was 
compiled, printed and bound by 
The North American Press, Mil- 
waukee, Wis. 





RUBBER SUBSTITUTE SHOWN 
AT DU PONT LUNCHEON 


New and important advances 
in neoprene, rubber-like material 
developed by E. I. duPont de 
Nemours & Co., Inc., Wilming- 
ton, Del., were illustrated at a 
luncheon given by the company 
to more than 50 men and 
women, representatives of busi- 
ness publications and women’s 
magazines at the Empire State 
Club, New York City, April 19. 
V. A. Cosler, manager, Neoprene 
division, of the duPont Company, 
said that neoprene is a synthe- 
sized product made from coal, 
limestone, acetylene gas and hy- 
drochloric acid and that products 
made from it look and act like 
rubber but have greater resistance 
to deteriorating influence such 
as sunlight and heat, and con- 
tact with oils, fats, grease, gaso- 
line and vegetable oils. The new 
form of neoprene (the product 
had previously been - available 
only for industrial uses) has no 
unpleasant odor. 

Allen Clark, assistant manager 
of the division, exhibited gloves, 
dish scrapers, drain-board mats, 
jar rings and other household 
appliances made from neoprene. 
He showed the resisting quali- 
ties of neoprene by immersing 
gloves made of the product in 
turpentine and furniture polish 
and by subjecting the gloves to 
contacts with abrasive surfaces 
and pulling tests. 

The new neoprene is available 
for manufacturers in much the 
same form as crude rubber. 





T.C.L TO MAKE 
CORRUGATED CULVERTS 


The Tennessee Coal, Iron and 
Railroad Co., Birmingham, Ala., 
is preparing to enter the corru- 
gated culvert field. Equipment 
for the manufacture of this new 
product is being installed in the 
company’s fabricating shop at 
Fairfield Steel Works. Both 
plain galvanized and asphalt- 
coated culverts will be made and 
will be manufactured in all 
standard sizes and gages. 

A new division of the sales 
department has been created to 
handle sale of culverts with L. 
H. Shelley as manager of sales 
in the new culvert division. 





SALES COUNSEL NAMED 
FOR GRANTOOL DRIVERS 


The Grant Mfg. Co., Rockport, 
Mass., has appointed The Fed- 
erated Sales Co., 729 Boylston 
St., Boston, Mass., as marketing 
counsel for its GranTool screw 
drivers. Ralph G. Lucas is presi- 
dent of the Grant company. The 
Federated Sales Service will ap- 
point manufacturers in various 
territories. 
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Have you stepped up trade with 
any new, quick-selling items? Have 
you re-dressed your windows with 
a snappy, seasonal decoration, real 
“leaders’”’ that pull? Have you a 
Ford Charcoal Briquet Camp Grill 
on display? 

This Camp Grill is a quick seller 
—perfect for beach parties and 
camping. It saves looking for dry 


ye 


WITH THIS 


wood. It’s high enough to keep food 
away from sand. The Grill consists 
of a handy steel Camp Stove, box 
of Ford Charcoal Briquets and light 
container. Retails at $2.00. 
DEALER PROFITS ARE HIGH. 
Profits on Briquets are high, too. 

Ford Charcoal Briquets stimu- 
late and build repeat business. 
Customers return for more Briquets 
and buy other things at the same 


M1 














time. Briquets sell all year round to 
householders, campers and sports- 
men. They sell also in large quanti- 
ties for a surprisingly large number 
of industrial uses. Look into this 
proposition. There’s money in it 
for you. We'll promptly furnish 
details on Dealer Discounts and 
free Sales Helps. 
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It Pays to Stock This 








Ni 


BECAUSE OF ITS WIDESPREAD 
APPLICATION 











RIXSON Series No. 350 Checking Pivot Hinges 


Wherever pivot hinges are employed—on stall doors, rail these 
gates, dwarf doors, etc.—this Rixson design can be used 


and add the extra feature of positive gentie checking. This 


partitioned _ stalls 
checking pivot hinges can 
save their cost over and 
over again by prevention 





Checking Pivot Hinge is non-handed, single and double 
acting, and has easily interchangeable flanges to suit 
various conditions in installation. 


An oscillating cam operates to give full checking contro! 
all the way to closed position of doors, closing from 





of breakage. A patented 
pressure release valve 
gives way when forced and prevents strain on the parti- 
tion. The case is made of non-corrosive white metal alloy 
Write for catalog showing 10 different combinations of the 


ceting either direction of swing. Particularly on glass or marble checking pivot with brackets. 


po THE OSCAR C. RIXSON CO., 4446 Carroll Ave., Chicago, Ill. 
Pp Rixson Representatives at— 


_ The New York: 101 Park Ave.; 2034 Webster Ave. Philadelphia: 21! Greenwood Ave., Wyneote, Pa. 
ll ap- Atlanta: 152 Nassau St. New Orleans: 100! Broadway. San Francisco: 116 New Montgomery St. 
arious Los Angeles: 909 Santa Fe Ave. Richards-Wileox Canadian Co., Ltd. London, Ontario, Canada. 
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Whatto say when 
customers ask: 


“What should I use for 
Bugs on my Roses?’ 


You’re the doctor! Don’t point to all the gar- 
den insecticides you have. The customer wants 
specific advice. The way to win the cus- 
tomer’s confidence is to say something like: 
“What you need is some Red Arrow Garden 
Spray. It’s easy to mix and use, It kills garden 
insects in a jiffy. And I can recommend it with- 
out any ifs or buts because it’s safe. Red Arrow 
is inexpensive, too. This 35¢ bottle makes 
several gallons—and this big dollar bottle 
makes four times as much for less than three 
times the price .... You say wrap up the dollar 
bottle ... . Thanks. This folder gives you the 
few directions you need to get best results.” 


There’s many a sale and a mighty sweet 
profit in that kind of answer—because Red 
Arrow carries an extra-healthy mark-up. Order 
Ked Arrow from your jobber, or, for further de 
tails and selling ideas, write to: 


THE McCORMICK SALES CO. 
403 Light St., Baltimore, Maryland 
McCormick & Co. (Canada): Ltd., Toronto 








A Popular Selling 
Wire Stretcher 


lhe Townsend Wire Stretcher ha; 
been a profitable seller’ for 30 years. 
It gives complete satisfaction. Made 
strong and durable to last for years 
Affords powerful leverage. Fasily 
attached to the wire. 













One man can stretch the wire with 
this implement and nail it to the post 
without assistance. The 3-foot 
wooden handle or lever is fitted with 
sturdy malleable iron pincers with 
Serrated Steel Grips warranted nat 
to slip. The— 


Townsend 
Wire Stretcher 


stretches to the last post at the end of the 
fence as well as to any other. Will stretch 
plain, twisted, barbed or woven wire. 
Stretches woven wire with a large mesh 
better than most stretchers made espe- 
cially for it. Also ideal for tightening 
bands and wire on large shipping boxes, 
crates and bales. Send for Folder and 
Trade-prices. 


B. W. TOWNSEND 
Painted Post, N. Y. 








Adolph Leewitz—In Memoriam 


By SAUNDERS NORVELL 


LBERT HUBBARD of East 

Aurora wrote The Philistine. 
It was a small pamphlet, pocket size. 
One day I happened to meet Hub- 
bard. This meeting led to a friend- 
ship that lasted up to the time of 
his tragic death on the Lusitania. 
We constantly corresponded. Now 
reading The Philistine gave me the 
idea of getting out a house organ 
which I named The Gimlet. 

One day, after The Gimlet had 
been published several years, a 
gentleman dropped into my office 
in St. Louis and stated he was a 
hardware man doing business in 
Paris, France. Someone had mailed 
him The Gimlet and so when he 
visited the United States he came 
all the way from New York to St. 
Louis just to see me and talk about 
The Gimlet. Would we object to his 
publishing a little house organ in 
France, after the style of The 
Gimlet, in French?. 

So when he returned home La 
Foret became a part of French hard- 
ware literature. Many of the 
articles written in The Gimlet in the 
United States were translated into 
French. 

Then what happened? With my 
family I visited Paris. This gentle- 
man and his family entertained us 
in their beautiful home in a suburb 
of Paris. He spoke English fluently, 
but his charming wife did not. How- 
ever, we managed to get along with 
what little French we knew and with 
this hardware man as interpreter. 


Sold American Hardware 


His business was mainly the sale 
of American hardware in France. 
He had the agency for France for 
many of our important hardware 
lines. His concern was doing a large 
business. Then the World War 
broke out. Most of his employees 
went into the French army. The 
business was continued but it was 
badly shot to pieces. 

Again my family and the family 
of this hardware man met, in Lon- 
don. They came to the United States 
and we had the pleasure on many 
occasions of entertaining them at 
our home at Larchmont. He re- 
mained for a number of years in 
this country. His son George grad- 
uated as a mechanical engineer at 


the Massachusetts Institute of Tech- 
nology. His wife and his daughters 
all learned to speak English. Our 
children and their children grew up 
and married. 


A Keen Mind 


This hardware man had one of 
the keenest minds I have ever 
known. He spoke five or six 
languages fluently. He had traveled 
all over the world. He was not only 
a keen businessman but he kept 
pace with all world news. He was a 
collector of antique furniture, of 
pictures, of prints and other works 
of art. By reason of his frequent 
visits to the United States he be- 
came very well known to hardware 
manufacturers here. No one could 
have a more charming companion 
than this hardware man, whose 
friendship became one of my most 
valued possessions, just because I 
met Elbert Hubbard, read The 
Philistine and started The Gimlet, 
and in this way met Adolph Lee- 
witz, a director of Markt & Com- 
pany on Rue Parmentier, Paris. 

Just a few short months ago he 
came out with me to dinner at our 
home. With him he had a leather 
case enclosing pictures of Mrs. 
Leewitz and all of his children. He 
was proud of his family, and he had 
a right to be. 

Now, just before I write these 
lines I am in receipt of the sad 
news of his death in Paris, France. 
on March the 18th. He is survived 
by his widow, Mrs. Leewitz, by his 
son, George J. Leewitz, and by his 
daughters, Mrs. Theodore Boury 
and Mrs. Marc Iselin. On the an- 
nouncement card of his death are 
also the names of the grandchildren 
—Betty, Francois, Douglas, Jerome 
and Brigitte. On the announcement 
card also are the quotations: 

“Blessed are the dead which die 
in the Lord: 

Yea, saith the Spirit, that they 
may rest from their labours. 
and their works do fellow 
them.” 

Ours was a beautiful friendship. 
And again I remember the quota- 
tion: 

“Like a great tree he fell, with a 

shout on the hill, leaving a 
vacancy against the sky.” 
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McKinney Forged Iron is a ready 
answer to the building problem of 
keeping appearances up and ex- 


There is no need to sacrifice 
beauty for economy. Stock doors 
take on a significant charm when 
trimmed with one of the many 
authentic designs of McKinney 
Forged Iron. See your dealer or 


McKINNEY MANUFACTURING CO. 


PITTSBURGH, PA. 









































DESIGNERS AND MANUFACTURERS OF GOOD HARDWARE FOR 73 YEARS 








Adjustable 


LOCKING WRENCH 







Powerful 
Double-Lever Action 
Locks Jaws Down 


with TON-Grip! 


Here’s SOMETHING!—the world’s Most 
POWERFUL, Most USEFUL hand tool! 
Exclusive “Double-Lever Action” enables the 
grip of one hand to LOCK jaws to the work with terrific non- 
slip pressure! Remains locked with the hands removed. Never 
slips. Holds anything, any shape. Adjustable to ratchet-like 
action. Is vise, clamp, pliers, open-end wrench, locking wrench, 
pipe wrench, toggle press—all in one! Light, trim, handsome. 
Made of finest alloy tool steel. Nickel finish. Two 
sizes—10”, $1.95 list; 7”. $1.65 list. Big dealer 
margin. 


FRE UNIQUE DEMONSTRATOR insures 
lots of sales. Free with first order for 
dozen or more Vise-Grips. 





See your jobber salesman, or write. factory 


PETERSEN MFG. CO.., Dept. H-5, DeWitt, Nebr. 
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LET'S GO MOTO. 
SCOOTING 
For commercial and sport use—‘“Let’s Go 


go MOTO-SCOOTING” means a brand 
Moto- 


new nationally advertised line leading 


the way to new profits for hardware 
dealers. Get started now in a line 
where chiseling and price cutting are 
still unknown—the profit from MOTO- 
SCOOTS is all yours. 


MOTO-SCOOT is rapidly becoming a 
favorite as the most eco- 
nomical motorized delivery 
unit on the market for mer- * 
chants in every field. Look 
over the possibilities in your 


















@ Up to 120 miles 


own territory—drug stores, per gallon 
filling stations, garages, gro- @ Up to 35 miles 
ceries, and your own deliv- per hour 


eries. Then there is a wide 
open market for MOTO- 
SCOOTS for sport use— 
everybody’s going to MOTO- 
SCOOT this year and this is 
your opportunity to start 
these extra profits around 
your way. 


Your Jobber Can Get 
Moto-Scoot for You on 
a Real Profit Basis 








MOTO-SCOOT MANUFACTURING COMPANY 
| 8404 South Chicago Ave. 


Chicago, U.S.A.—Canadian Representative—Robson Motor Corp., Guelph, Ontario, Can. 
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For Screen and Storm Doors 


The action is natural—to open from 
OUTSIDE—pull on handle. To open 
from INSIDE—push on handle. No 
twisting action. Its longer “throw” 
or movement of latch eliminates 
trouble caused by shrinking of the 
door. Simple and durable construc- 
tion assures years of trouble free 
service. Send for literature and trade 
prices. 


4f Your Jobber Cannot Supply YoumWrite to Us 


WRIGHT PRODUCTS MFG. CO. 
2101 Kennedy Street, N.E. 


Minneapolis Minnesota 











A popular buy-word 


National 


HARDWARE 














HE score of years that these fine 

products of builders’ hardware 
have been offered to the trade have 
been marked by dependability in 
service always. 


It is little wonder that the endorse- 
ments of the many users of National 
Hardware have created the popular 
demand that exists today. Discrim- 
inating builders ask for these prod- 
ucts by their trade 
name and insist 
on the genuine. 
If you do not car- 
ry this hardware, 
you should write today 
for full particulars. 


National Manufacturing 
Company 
STERLING - - - ILLINOIS 
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Wholesalers’ Salesmen Make 7 + 
Hardware Store Calls Daily 


(Continued from page 40) 


traveling salesmen report that 
their men make calls five-and-one- 
half days a week. These two 
groups—70 houses employing 834 
salesmen do not find it advanta- 
geous to have their salesmen make 
calls on Saturday afternoons (see 
schedule E—page 40) and 22 firms 
employing a total of 574 salesmen 
have their men make calls on 
Saturday afternoons. Although 
the latter group represents the 
fewest number of houses, it has 
the most salesmen of any of the 
three groups. While the practice 
of making calls on Saturday after- 
noons is probably satisfactory in 
rural districts where the Saturday 
rush is greatest in the evening, 
stores in metropolitan areas and 
in city districts are often difficult 
places for the salesmen to get at- 
tention of a Saturday afternoon. 
In fact, many of these stores cater 
to families whose wage earners 
are on a five-day week so that cus- 
tomers visit some of these city dis- 
trict stores in a steady flow on a 
Saturday. 

Quite a few houses which do 
not have their salesmen make calls 
on Saturday have their travelers 
who cover nearby territories visit 
company headquarters on_ that 
day for general sales meetings. 
At these meetings new services. 
new merchandise, credit problems. 
ete.. are thoroughly discussed. 


thus putting the salesmen in a bet- 
ter position to appreciate more 
thoroughly the needs of their 
houses (schedule F — page 40). 
A tabulation of reports on calls 
made is likewise found in schedule 
G on page 40. 

HARDWARE AGE believes as 
stated in THE HarpwarReE AGE 
PLATFORM that “With proper cost 
control, distribution from manu- 
facturer - to- wholesaler -to- retailer 
will continue the economical and 
practical method for merchandis- 
ing most hardware lines.” It is 
the belief of HARDWARE AGE, as 
expressed in the third point in the 
platform, that, “The wholesaler 
function cannot be eliminated, 
though distribution costs could 
and should be reduced.” Only by 
fullest cooperation between whole- 
saler and retailer can the costs of 
wholesale distribution be reduced. 
And since reduction of the whole- 
salers’ overhead can be accom- 
plished, in part, through the re- 
tail dealers’ cooperation, one 
solution to the problem is the 
shortening of the length of time 
which the salesman must wait to 
see the buyer. Some wholesalers 
would doubtless find it advanta- 
geous to make less frequent calls 
on their accounts, others to make 
every possible effort to decrease 
the time spent in their average 
hardware store by their salesmen. 





‘SALESMAN'S DAILY TRADE CALLS 
m8 OUT a ’ 























Three samples of report forms used by wholesalers’ salesmen for 

their daily calls. The top form indicates town and customer and 

whether or not the salesman got an order. The form at the lower 

left goes further and indicates what types of merchandise were 

ordered. The one at the right has columns merely for indicating 
whether or not an order was placed. 
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_ 1939 Will Be a Big Year for Weddings 


(Continued from page 44) 


vember and to 596 in December. 
Only Chicago and New York is- 
sued more licenses than little Elk- 
ton during October. 

Retailers in neighboring states 
can give thanks to the Maryland 
voters, when it is shown that this 
little town of 3331 souls had 300 
more weddings in October than 
the great city and county of Los 
Angeles, with a population of 
about a million and a half. 

June with 14 per cent of the 
total license issuance last year re- 
mains the most popular marriage 
month. Its margin over some of 
the other months is not so great 
as might be imagined. May, the 
second month, had 9.6 per cent of 
the year’s total of marriages and 
August had 9.5 per cent. The other 
months in order were: September. 
8.9 per cent; October, 8.6 per 
cent; November, 8.1 per cent; 
April, 8 per cent; December, 7.7 
per cent; July, 6.7 per cent; Janu- 
ary, 6.5 per cent; March, 6.2 and 
February, 6.2 per cent each. 

Southern cities find December 
a good time to tie the nuptial knot. 
Birmingham, Dallas, Memphis. 
Oklahoma City and Tulsa . had 
more marriages in December than 
in June. It wassthe second most 
popular month in Atlanta, Day- 
ton, Flint, Fort Worth, Houston, 
Louisville, San Antonio and 
Toledo. 

Los Angeles and Worcester, 
Mass., had most marriages in 
August. October was the most 
popular month in Hartford and 
Milwaukee. Providence had most 
marriages in April, and Flint, 
Mich., had its best month in No- 
vember when the motor industry 
had a pick-up. 

Although February had _ the 
poorest record numerically it 
probably had more marriages per 
day than January and March 
which each have three more days 
than February. August was the 
second choice of brides in 14 
cities, and May was second in 1] 
other cities. 

The great effect of business con- 
ditions on the number of mar- 
riages and on retail sales was 
especially marked in Detroit and 
Flint, Mich., the centers of the 
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automotive industry, which had a 
bad time of it in 1938. 

During the year industrial em- 
ployment in Detroit was down 35 
per cent; wages 39 per cent and 
the sale of cars in Wayne County, 
which includes Detroit, was off 66 
per cent. Department store sales 
were off 17 per cent. At the same 
time marriages dropped off 53 per 
cent in Detroit, and 52 per cent in 
nearby Flint. 


Promise to Sign 
Contract 


PROSPECTIVE customer who 

orally agrees to buy certain 
merchandise and to sign a written 
contract for them cannot be held 
to the deal if the transaction is one 
that requires a written contract. 

A prospective sale for certain 
merchandise was one in which the 
law required that the agreement tu 
purchase and sell be in writing. The 
customer said he would take the 
goods, subject to a certain freight 
rate being guaranteed, and on a 
number of occasions said that he 
would sign the written contract sub 
mitted by the seller’s representative. 
Actually, the contract was never 
signed and the seller eventually 
brought suit to recover the value of 
the goods sold under the alleged 
oral contract. 

The seller admitted that the con 
tract was one which the law re 
quired to be in writing. Neverthe 
less it was urged that since the cus 
tomer promised to put the contract 
in writing he should not be per- 
mitted to evade liability on the 
ground that no written contract had 
been signed as required by law. 

The California Court though 
otherwise, saying: 

“A mere promise to execute a 
written contract, followed by a re- 
fusal to do so, is not sufficient to 
prevent the prospective customer 
from defending himself on_ the 
ground that the proposed contract 
was one which could not be en- 
forced unless in writing. This is so 
even though the seller places re- 
liance on the oral promise and sus- 
tains damage by reason of the 
refusal to sign the written contract.” 

In all states certain types of con- 
tract are required to be in writing; 
otherwise they are unenforceable. 
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SINGLE TUB 


Attractive models with 
higher washing efficiency at 
popular prices. 







DEXTER BUILT 
WRINGERS 


Rust-proof east 
aluminum with Ex- 
elusive features for 
safety and conve- 
nience. 









GIVE MORE AND 
YOU'LL SELL MORE 


Dexter gives your customer 
more value for his dollar, 
quicker washing, longer 
service. Dexter gives you 
proven sales assistance, ad- 
vertising help and 100% 
co-operation. Let us work 
with you to overcome com- 
petition and make more 
washing machine money. 
Write today for exclusive 
agency proposition. 


THE DEXTER COMPANY 
FAIRFIELD, IOWA 
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New and Improved Merchandise—Display Helps—Sales Literature— 
Window Trims — New Packages — New Colors — Catalogs 


Improved Food Mill 


The new and improved Foley Food 
Mill has larger capacity; is stamped 
out of one-piece steel with no seams. 





Bottom edge rounded for easy clean- 
ing. Maker states easy turns of crank 
quickly puts through fruits for canning. 
also smoothly mashes potatoes and 
other vegetables. Formerly $1.50, sug- 
gested retail selling price is now $1.00. 
Foley Mfg. Co.. Minneapolis, Minn. 


Improved “Soil-Soaker” 


Several improvements have been 
made in the “Soil-Soaker”—the canvas 
hose-like water device which “soaks the 
roots” by seepage. The canvas is now 
treated to avoid mildew. Each “Soil- 
Soaker” is individually wrapped in 





Cellophane. It is now made in three 
sizes—12-ft., retailing for $1.00; 18-ft.. 
retailing for $1.50, and 30-ft., retailing 
for $2.50. A new window and counter 
display is supplied each dealer. Hast- 
ings Canvas Co., Hastings, Neb. 


Rotary Edger 


Available in seven and eight-inch 
size. Maker states intake extends 
around three quarters of the sanding 
disc and leads the dust into the cham- 
ber where every particle is picked up 
and deposited in the bag by a large 
fan of improved design. Fan runs at 
a speed of 12,000 to 15,000 r.p.m. Fea- 





tures are: easy grip handles; flat top 
which permits operator to stand ma- 
chine on its head; built-in floodlight; 
independent light switch; adjustable 
caster in rear which is designed to pre- 
vent electric cable from getting under 
machine, and a detachable cord, detach- 
able at the edger. Porter-Cable Ma- 
chine Co., Syracuse, N. Y. 


Tackle Catalog 


James Hedon’s Sons, Dowagiac, 
Mich., has issued its 1939 catalog for 
dealers showing its baits and rods for 
all kinds of fishing. 


Bike Speedometer 


Construction is similar to finest auto- 
mobile speedometers, according to the 
manufacturer. Features are: drive pin- 





ion supported on efficiently lubricated 
bearings; one adjustment for installa- 
tion; universal drive that mounts on 
front wheels with or without brake: 
streamlined, three-color dial with shat- 
ter-proof lens; head compensated for 
temperature changes, and sealed against 
moisture and dirt. Has a 10,000-mile 
odometer which includes tenths of 
miles. Flexible shaft and rust-proofed 
casing is of standard AC automotive 
type. Drive fittings are chrome plated. 
AC Spark Plug Co., Flint, Mich. 


Deep Well Installation 


Said to enable a shallow well pump 
to give deep well pump results. It 
is placed in the well pipe and “jets” 
the water to a point where it can be 
picked up. Albe Pump Corp., 8 Berry 
St., Brooklyn, N. Y. 
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Intensive Advertising to 
30,721,000 Women 





Magazines... 
18,981,000 
Radio... Shae 

11,740,000 i 


Practically complete coverage of the household-supplies 
market in every state, every county, every city ... including 
your own. Gottschalk magazine and radio advertising . . 

the most extensive ever undertaken for a product of this 
nature... frequently and effectively reaches nearly all those 
customers on whom you count for steady, profitable sales. 


You Profit Most When You Carry the 
Complete Gottschalk Line 


The standard Metal Sponge at 10c and 
the Junior at 5c; the big Bronze Ball for 
hard scouring, Kitchen Jewel with the 
handy knob, and Hand-L-Mop with the 
6-inch handle, each at 10c. 





——RAUCHER— 
















Gottschalk's 


METAL SPONGE 








10° METAL SPONGE SALES CORP. 
Philadelphia, Pa. 





Quik flame 
ASBESTOS 


KINDLER WICKS 


FOR OIL STOVES, RANGE BURNERS 
AND HEATERS 


THE RAYBESTOS meres 
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CORO 


Makers of 
MASON LINES CURTAIN CORDS 
CHALK LINES LINEN CORDS 
SHADE CORDS CLOTHES LINE 


VENETIAN BLIND CORD 


You can’t just talk quality into 
cord. Raucher Cord has inherent 
quality — the highest quality — 
because nothing but quality is 
built into it. Highest quality ma- 
terials—the right methods of man- 
ufacturing and the best of work- 
manship. Every foot of Raucher 
Cord backs up those statements. 
You can’t buy better cord. If you 
use cord and don’t use Raucher 
Cord you should investigate at once. 


RAUCHER ANUFACTL RING COMPANY; 


NORWICH, CONN. 

















$1000 - $1978 - $910 - $1557 
Your FELLOW DEALERS are Making It! 


Those four figures will mean a lot to you when you 
read what they reveal. For example: the second 
item—$1978.40 to be exact—represents extra earnings 
of one hardware dealer in jwelve months thru 
Speed-O-Lite rentals and the Lincoln Merchan- 
dising Plan. 

Another dealer writes—‘‘During the first 1% 
months we took in $975.00 in rentals alone pilus 
$582.67 in extra sales of sandpaper and other 
floor finishing materials.’’ Speed-O-Lite brings 
$3 to $5 per day in clear rental money—mean- 
while carpenters, handymen, home-owners. 
janitors, new customers and others buy an 
Lineoin-Sehleuter equal amount of finishing materials, tools, etc. 
SPEED-O-LITE with each sander rental. Free advertising 
helps insure your success with the Lincoln 
Merchandising Plan! 


Another MONEY-MAKING Opportunity! 


The Lincoln Portable Dustless Disc Sander brings $2 
to $3 daily rental money. Rented out with Speed-O-Lite, 
you get up to $8 per day clear cash income for both! 
Sands edges, stair treads, desk and table tops, closets. 
window sills to a smooth satin finish. Again free ad 
vertising helps pull new and regular sander rental cus- 
tomers like magic, while ‘inishing materials sell faster 
than ever! 

Write Today for Full Details of the Lincoln Plan— 


[) Free Trial—Time Payment Offer and Circulars! 


BA &, OE Reae fs ees 
aes di oe COMPANY IN 


212 WEST GRAND AVENUE CHICACO. ILLINOIS 


















Dustless 
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its all in the 


of the 


SWING “AWay 





THE best can and bottle opener 
made — with the EXCLUSIVE 
SWING-A-WAY FEATURE — 
the ONLY can opener that 
swings back against the wall. 


That’s why SWING-A-WAY 
sales are mounting so rapidly 
everywhere. It explains why, in 
the last two months, sixty percent 
of all retail advertising space on 
can openers selling above 25c was 
on SWING-A-WAY. 
5-Year Unconditional Guarantee 
D. E. SANFORD CO.—West Coast 

Mfg. Repr. 

San Francisco, Calif. 
FOX AGENCIES—Canadian Mfg. 
Repr. 
Toronto, Canada 


Write for details to 


F. L. McCABE 
STEEL PRODUCTS 


MFG. COMPANY 


THE MERCHANDISE MART CHICAGO 














Pencil Magnifier 


Slips on end of pencil. Has lens 


mounted in flexible rubber frame. Sug- 


gested selling price 25 cents. Dealer 
cost $2.00 per dozen. Mounted on 





attractive display card. Mark Specialty 
Co., 89 Westminister Rd., Rochester, 
Nn. ¥. 


Anti-Glare Glasses 


A new anti-glare glass using 
Polaroid lenses is now being offered 
by the Polaroid Corp., 285 Columbus 
Ave., Boston, Mass. Suggested retail 
selling price is $1.95. Attractively 
styled and cased, they are designed 
only for daytime wear. Offered in ace- 
tate drop-eye frames, with bar-bridge 
and nose pads. Come in two colors, 
demi-amber for brunettes and pink 
crystal for blondes, and in two sizes, 
for large and small faces. Cases are 
wrap-around style in heavy pig-grain 
artificial leather. An automatic demon- 
stration fixture that lets the prospect 
see for himself is available. Chained 
to the unit are actual pairs of Pola- 
roid day glasses and ordinary sun 
glasses so that prospect can “see for 





himself.” Demonstrator is included 
free in a 25-pair deal. Also in deal 
are four 9 by 13 in. counter cards and 
100 consumer folders. 


“Lawn Queen” 


Twenty-inch cut—five-blade steel reel 
is easily adjusted to cut as low as ¥%4 in. 
or high as 1% in. Its %4-hp. engine is 
said to deliver smooth, steady, unfailing 





power. It operates at natural walking 
speed. Price is $87.50 f.o.b. Racine, 
Wis. Jacobsen Mfg. Co., Racine, Wis. 


Two-Way Liquid Pump 
“Par-X” pumps both backward and 
forward; is self-priming and has ef 
ficient suction lift. It delivers 10 gal- 
lons per minute at 80 r.p.m. hand 





pumping, continuous flow. Pumps gas- 
oline, kerosene, motor oils, fuel oil gas, 
alcohol, water, thinners, insecticides, etc. 
The Hamilton Corp., 509 1st Ave., N 
E., Minneapolis, Minn. 


Roller-Rake 


No. 254—consists of ten-tooth rake, 
10 inches wide, to which is attached a 
2% roller. Rake part is employed to 
loosen soil to receive the seed and to 





cover them when sown. Roller is then 
brought into play to make the soil 
firm about the seeds. Roller is de- 
tachable. Gardex, Inc., Michigan City, 
Ind. 


HARDWARE AGE 





aed 








Outdoor Grill 


“Barb-a-Ket”—a charcoal grill which 
the maker states embodies all the desir- 
able features of a brick or stone outdoor 
fireplace plus such features as safety, 





























portability, ease of vperation. It is of 
convenient table height; 33 in. high, 20 
in. wide, 17 in. deep. Adjustable fire 
basket and draft shield make it possible 
to control heat in accordance with cook- 
ing conditions such as strength -and di- 
rection of wind. Grates are made in 
two halves to permit refueling from top. 
Air space around fire basket protects out- 
side panels and handles against exces- 
sive heat. Yawman Metal Products, Inc., 
15 Elser Terrace. Rochester, N. Y. 


Aluminum Utility Ladder 


Weighs only 5% lb. yet enables per- 
son of average stature to reach as high 
as eight feet from the floor. Small 
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size enables it to be stored under 
tables or counters. It is equipped with 
rubber feet. Metallic surface is easily 
cleaned with soap and water. Said to 
be unaffected by steam or boiling 
water. Platform is 6% in. by 12 in. and 
is corrugated as are the _ steps. 
Aluminum Ladder Co., 169 Fifth Ave., 
Tarentum, Pa. 


Pocket Size Tool Catalog 


Stanley Tools, New Britain, Conn., 
is distributing a new pocket size cata- 
log, No. 34, of 240 pages illustrating 
and describing the complete line of 
Stanley and Stanley-Atha tools, many 
of them new. The catalog also con- 
tains tables of measure, weight, surface, 
and capacity, and information on brick- 
work, flooring and siding, lumber, nails. 
and roofing. 


““Winpower” Plants 


Made in eight different models for 
all needs and pocketbooks, from the 
six-volt to the large, super-DeLuxe 
3500-watt. Have three-bladed propeller 
for perfect balance and design and to 
permit propeller quickly to attain suf- 














ficient speed to start the generator 
charging, even at a very low wind veloc- 
ity. This type propeller is also said 
to reduce vibration so, that in storm 
or wind, danger of injury to plant is 
slight. Operating through propeller 
speed rather than wind pressure, the 
governor controls the generator speed 
to its top output, thus permitting the 
plant to operate even in a gusty wind 
and provide a steady charging rate in 
all winds. The generator, built to op- 
erate under all weather conditions, is 
fully inclosed with ball and_ roller 
bearings, completely grease-sealed. 
Direct drive from propeller shaft elim- 
inates gears. Field and line fuse on 
instrument panel eliminates need for 
climbing tower. Elimination of tail 
vane insures smoother operation and 
keeps propeller constantly in main 
wind stream. Wind Power Mfg. Co.., 
Newton, Iowa. 
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Write for catalog No. 126 


and order popular numbers 


from your jobber along 


with BASSICK CASTERS 


CHEONS 

















THE BASSICK COMPANY 


Bridgeport 


gnadiar j 


Connecticut 


WARNER ALEMITE# CORF 


BELLEVILLE. ONTARIO 
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"FLECTRO-LINE 


And B Ih “a h 4M 
Realize a new high standard of safe, de- 
ndable stock control with ELECTRO- 


fence controllers. Engineered by . 


engineers for complete safety. You are 
assured of unparalleled performance, 
Both battery and line operated models 
are available. Completely weather- 

roof and fully guaranteed. Investigate 

LECTRO-LINE quality and perform- 
ance at your dealer, or writeto... 
ELECTRO-LINE FENCE COMPANY 
121 North Broadway «+ Milwaukee, Wis. 

“ d by Wisceasin lndwstriol Commissi 
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by more than 


a million travelers 


No wonder the Benjamin Franklin 
has been approved by more than 
a million visitors to Philadelphia! 
Experienced travelers like its mod- 
ern service and comfort. They ap- 
preciate its convenient location. 
And their budgets approve the rates 
which make it the . 
big hotel value 
in Philadelphia. 
1200 rooms. 





Complete fa- 
cilities for 
meetings, 
from small 
groups to 
conventions. 


THE 
BENJAMIN 
FRANKLIN 


SAMUEL EARLEY, Managing Director 


Philadelphia 




















Streamlined Fan 


The new Deluxe 16-inch streamlined 
fan features an inclosed oscillating unit 
with push button control, 6-pole slow 
speed motor, increased air delivery, 





three speeds, wide sweeping fan blades, 
and unusual quietness, according to the 
Signal Electric Mfg. Co., Menominee, 
Mich. The fan can be mounted on 
the wall and it is adjustable for non- 
oscillating operation. Finish is a rich 
black, backed-on enamel with polished 
aluminum blades and cadmium plated 
guard. 


Cold Chisel Assortment 


Shows new No. 74 “Strait Cut” cold 
chisels in sizes %4 to 1 in. mounted on 
blue and orange plywood board 10 x 17 
in. equipped with Celluloid price but- 
tons. Chisels are forged from silicon 
manganese alloy steel, correctly hard- 
ened and tempered. Size of bit and 
size of stock identical. Black body with 





double green stripe near head octa- 
gon pattern. Bit and head polished. 
No. 74A assortment consists of three 
dozen chisels priced at $10.70 to the 
dealer. Suggested retail prices range 
from 15 cents to 60 cents. Stanley 
Tools, New Britain, Conn. 


Low Cost Delivery Units 


Moto-Scoots are now available in 
inexpensive delivery units. Delivery, 
Sidecar, and Trailer models are avail- 
able in three different series. Dimen- 
sions of delivery box are 9% by 20 
by 18% in.; Sidecar, 144% by 20 by 
30 in., and Trailer, 20 by 20 by 36 
in. Deluxe and Century series models 
are equipped with 144 h.p. motors 
while Imperial models are equipped 
with 2144 h.p. motors with specially de- 
signed transmission. Both motors are 
four cycle, L-head, air-cooled type. 
X-member frame is double reinforced 
and electrically welded to panel for 
strength. Brake is of wheel energizing 
type with oversize drum for smooth 
quick stops and long life. Steering 
head is ball bearing mounted. Cur- 
rent for headlight is furnished by 
specially designed generator built into 
the magneto. Sport and messenger 
models are the Solo and Tandem. 
Moto-Scoot Mfg. Co., 8404 South Chi- 
cago Ave., Chicago, Ill. 


Fish Hook Assortments 





Three popular assortments of Mustad 
Key Brand fish hooks are now offered 
along with the complete line of hooks 
by O. Mustad & Son, Oslo, Norway, 
through its representatives, the Ed. WV. 
Simon Co., Inc., 302 Broadway, New 
York City and H. L. Bowlds & Son, 
108 W. 2nd St., Los Angeles, Calif. 
These assortments are dispensed in a 
handy vest-pocket tin box with litho- 
graphed sliding lid. Hooks are litho- 
graphed on outside bottom of box in 
actual sizes, also the quantity number. 
Box cover is in red and black on yel- 
low. 


Screen Door Braces 


C——-<_——2 


“Wizard”—neat, strong turnbuckle 
gives adjustment at both ends. Bright 
cadmium finish is said to prevent rust 
and corrosion. Edward W. Daniel, 
4061 St. Clair Ave., Cleveland, Ohio. 
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Universal Cooler Line 


The 1939 line of these electric refrig- 
erators has been reduced to six models. 
Model D-759, shown, has 7.5 cubic feet 
of usable space and 16.20 square feet 








of shelf area. Outside dimensions: 
height, 64% in.; width, 30% in., and 
depth, 25% in. Exterior finish is baked 
Dupont Dulux and interior is of acid 
resisting porcelain. Features are: meat 
conserver with two positions; utility 
basket on inside of door; illuminated 
dial for temperature control; illuminat- 
ed thermometer; four large trays for 
ice cubes—capacity 112 cubes, 12 lbs. 
of ice; one quick release tray, one tray 
cover; double depth freezing space. 
Five-year protection plan included. Uni- 
versal Cooler Corp., Detroit, Mich. 





Electric Fly Screen 


Operates safely, qifietly and is water 
and moisture-proof. Produces only a 
slight, harmless sting when contacted 
by humans or animals. As flies or 
other insects hit the charged rods or 





attempt to pass between them, they 
are instantly electrocuted. Screens 
are all steel construction and finished 
in durable baked enamel. Screen in- 
serts are furnished with transformer, 
insulators, and bolts in several sizes. 
They are adjustable. Coburn Mfg. 
Co., Whitewater, Wis. 





Coleman Pressure Ranges 


A complete new line of gasoline pres- 
sure ranges at the lowest retail prices 
at which these ranges have ever been 
offered is announced by The Coleman 
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Lamp & Stove Co., Wichita, Kan. 
Company states that while retail prices 
have been reduced, the same quality 
and features have been _ retained 
and new improvements have been add- 
ed. These include automatic safety 
drain, full-sized insulated oven, new 
type oven heat indicator, new styles, 
new designs, and finishes. Complete 
price information with catalogs illustrat- 
ing the 1939 models, available. 


Redesigned Package 


Features full size illustration of 
Larvex on front and back. Sides of 
package give complete directions for 





application with hand sprayer and 
vacuum cleaner and also lists materials 
on which Larvex can be used. Zonite 
Sales Co., New Brunswick, N. J. 


Small Animal Clipper 


According to manufacturer, cutting 
blade tension has been redesigned and 
strengthened to deliver more positive 
tension on blades at the cutting teeth 
to provide better cutting and also mini- 
mize heating and wearing tendencies. 
Blades are chromium plated. Clipper 
is housed in Bakelite and has 18-foot 
cord. Operates on AC or DC current, 
110-120-volt motor, all cycles. Also 
furnished by request for 32-volt current 





operation. No. 10, for general clipping, 
cuts about % in. long; No. 15 cuts 
about 1/32 in. long; No. 40 is a surgi- 
cal shaver; No. 7 cuts about 4 in. long 
and No. 5 cuts a natural plucking 
length. A complete clipping assembly 
in carrying case available. John Oster 
Mfg. Co., Racine, Wis. 




















CUTS SALES COSTS 


Rolled right—polished side on the 
inside of the curve—JUDD Bind- 
ing and Edging saves your time 
and money because it’s easier to 
dispense; it handles easily with- 
out kinking—no waste yardage. 
Buffed and polished, it stays 
bright on your shelves. Conven- 
ient 25-yard carton permits re- 
coiling without removing the roll. 
Join the thousands of dealers who 
stick by JUDD year after year; 
they sell more at less cost. They’ve 
learned to profit with JUDD qual- 
ity. Ask your jobber. 







Carton 
holds 25 
yards, with 
25 envelopes 
of pins. 


BRASS, ZINC, and 
STAINLESS STEEL 


Write for Catalog 95 which illustrates 
and describes the broad JUDD line of 
carpet and linoleum hardware. 


BINDING AND EDGING 


H. L. JUDD COMPANY 


INCORPORATED 
WALLINGFORD, CONNECTICUT 


NEW YORK CITY OFFICES AND SALESROOM 
87 CHAMBERS STREET 
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Unique Displays Show 
More and Sell More 


The Economy Hardware Co., Harrison, 
N. J., increased traffic and sales 


by means of its umusual fixtures 


OUND stands, step-up dis- 
R plays and a special radio 
tube rack enabled the 
Economy Hardware Co., Harri- 
son, N. J., to show more and sell 
more merchandise. To gain ad- 
ditional display space and relieve 
congestion, modern metal fixtures 
were first installed a year ago. 
Stocks were consolidated and re- 
organized and a new glass front 
was the next step. In commenting 
on these changes, Carl Liberman 
of the firm says, “Our remodeled 
store has attracted a better type 
of customer with more money to 
spend. We have made these 
changes in order to attract more 
customers and to make it easier 
to give them the service they re- 
quire.” 
The entire center arrangement 





Mass display of lamps on table 
facing wrapping counter. Stock 
of cord and wire is below the 
table, lighting fixtures above. 
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Radio tubes arranged on narrow 
shelves with tube tester built 
into the unit. Surplus stock is 
located behind this fixture. 


of the store was changed and new 
circular stands for the front sec- 
tion were developed providing 
for easier circulation and wider 
aisles. The four circular stands 
hold as much merchandise as 
tables requiring more floor space 
and enable customers to closely 
examine the merchandise. These 
stands are made of four gradu- 
ated plywood shelves with pipe 





Small electrical appliances and 
japanned ware are shown on this 
circular stand. The bulky items 
are shown on the fixture’s base. 


supports, the bottom shelf being 
about 5 ft. in diameter. They 
are painted buff and cost less than 
$100 to construct. Mr. Liberman 
says, “We made our store look 
larger with the circular stands, 
and sales increases from these dis- 
plays were very gratifying. Oven 
glassware sales have increased 
from $2.00 per month to $15.00. 
Enamelware sales increased more 
than 50 per cent in three months, 
and a better line of enamelware 
was added because of the ade- 
quate display which could be 
given to this merchandise. Alu- 
minum ware is also shown on the 
circular units.” 

Back of the circular stands is 
a battery of two 5-ft. and four 
7-ft. tables arranged back to back. 
These replace five old _ tables 
which were arranged crossways. 
The former arrangement retarded 
store traffic, whereas the new lay- 
out stimulates customer circula- 
tion through the wide aisles and 
gives more table display space. 
Step-up display units are used 
on all tables. 

Mass displays of electric lamps 
are arranged on one 5-ft. table 
which faces the wrapping counter 
and on another 7-ft. table. Sev- 
eral tables were used to show 
other electrical supplies and sea- 
sonal merchandise. In comment- 
ing on this arrangement, Mr. 
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A DISPLAY That Keeps ‘Em Moving 


A compact, eye-catching display . . . a quick-selling 
assortment of Jewel Grinding Wheels that are sales-tested 
“best-sellers” all, without a single “dead item” in the lot 
---all ona square-deal Proposition to give you quick 
turnover and a full margin, in a field where there’s plenty 
of demand! That’s the Jewel Grinding Wheel Merchandiser 
— just out. 


THE DISPLAY .... Of sturdy plywood, brilliant and 
snappy in yellow-on- ‘black. Special easel prevents falling 
forward. Wheels and bushings easily removable for sale, 
yet attached firmly to discourage pilfering. Compact, too 
— just 15” wide x 2312” high. 


THE PRODUCT ... . Two each of the following fast- 
moving Jewel wheels: 2% SE oF RAS Bi 
6” x %", and 6” x 1”, in assorted grits. And 12 sets of 
bushings. 


THE PROFIT... . Cost to you $13.27 
Retail Price 19.94 


Your Margin $6.67—or better 
than 50% mark-up on items that are sure-fire, nationally- 
known, tested sales-leaders! 

Order a Jewel Wheel Merchandiser from your jobber 
today — let it do a big part of your selling job. If he 
can’t supply you, write direct. Abrasive Products, Inc., 
South Braintree, Mass. 


ABRASIVE 





MAY 18, 1939 





PRAYERS 


GREENHOUSE «** ESTATE 
SPRAYERS 


This year—the new Myers Greenhouse and 
Estate Sprayer tops all records for performance 
values. Just the type of sprayer many of your 
customers have been waiting for. Compact, 
powerful, easily transportable — complete with 
engine or motor, and furnished with steel or rub- 
ber tired wheel, this sprayer is the ideal outfit 
for greenhouses, estates, gardens, golf courses, 
truck patches, strawberries and other spraying 
activities too numerous to mention. And here 
is an added value that will appeal to many— 
when desired this sprayer is now furnished with 
an adjustable boom for any width rows from 
30” to 62”. 



























Now is the time to 
get complete informa- 
tion about this out- 
standing sprayer. Write 
or wire. 





ENGINE POWERED. 
Steel or Rubber Tired Wheel 
Completely Equipped Ready ¢ 
Spray 


MOTOR POWERED 
Steel or Rubber Tired Wheel 
Completely Equipped Ready to 






co. 


THE F.E.MYERS & BRO.< 


ASHLAND, OHIO 





PUMPS-WATER SYSTEMS - SPRAYERS - HAY TOOLS-DOOR HANGERS 
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Every Sale Means 
A Steady Customer 


Handee Preference 
has been built by 
continuous, result- 
producing advertis- 
ing in leading na- 
tional, homecraft 
and industrial magazines, which directs 
readers to hardware stores for demonstra- 
tions. 

Repairmen, hobbyists, inventors and me- 
chanics buy the Handee and then become 
year-around purchasers of the 300 quality 
Handee Accessories to grind, drill, polish, 
cut, rout, saw, sand, carve, engrave, etc. 

Small stock investment and rapid turn- 
over make Handee a real money-maker. 
Standard Model (illustrated) retails for $10.75 
with 3 Accessories. De Luxe Model $18.50 
with 6 Accessories. 

































Accessory Display Case 


Increases accessory 
sales up to 40%. 


Glass-top, dust- 
proof case contains 
87 livest varieties 


of the fastest-sell- 
ing accessories. 


Special Deals Make It Easy for You to 
Stock This Money-Making Handee Line. 
Write Today. 


CHICAGO WHEEL & MFG. CO. 
Makers of Quality Products for 40 Years 
1101 W. Monroe St. Dept. HA Chicago, 1. 
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Liberman says, “We find that 
more customers purchase lamps 
when mass displays are featured 
and for this reason try to show 
large quantities of this merchan- 
dise on the table near the wrap- 
ping counter.” A lamp tester is 
built into the table to save time 
for salespeople and to show cus- 
tomers they are getting good 
lamps. Price tickets show the 
waltage of the lamps. 


Electrical Fixtures 


Electrical fixtures are an im- 
portant line with this company. 
To show this merchandise effec- 
tively, a canopy was constructed 
over the battery of tables from 
which individual lighting units 
are displayed. It measures 18 in. 
wide, 2 in. deep, 14 ft. long and 
is 5 ft. above the table and is 
supported by three chromium fin- 
ished pipes fastened to the top of 
the table, constructed of plywood, 
and painted white. Individual 
lighting fixtures have separate 
pull cords so that each unit can 
be demonstrated. 

Another space saving unit is 
the radio tube rack which Mr. 
Liberman has developed. The 


firm was faced with the problem 
of displaying and keeping a stock 
of over 800 radio tubes, and ac- 
cordingly a stand was designed 
1 ft. deep, 24% ft. wide, and 7 ft. 
high with shelves on both sides. 
It is mounted on casters and fits 
into a space in the side wall fix- 
tures. The selling stock is located 
in the front shelves and surplus 
stock in the back. A radio tube 
tester built into the front of the 
unit saves space and is extremely 
convenient. The unit consolidates 
into a section 21% ft. wide a stock 
of tubes which formerly occupied 
a 9-ft. space on the sidewall. 


Modernistic Effect 


The store is 23 ft. wide and 
100 ft. long. The color scheme 
is buff trimmed with light tan. 
The front is constructed of struc- 
tural glass in ivory and dark blue 
color with chromium metal used 
as trim. Samuel Liberman, own- 
er of the store and assisted by his 
son, Carl, has been in business in 
the present location for over 18 
years. Much of the business of 
the store comes from Kearny, 
N. J., since Harrison is largely in- 
dustrial. 





“We Never Worry About Competition” 


(Continued from page 33) 


Lines chiefly of interest to 
women are shown on the left hand 
side of the store, the very front 
section of shelving showing a va- 
ried line of pottery which is a 
blaze of color. The pottery display 
has the appearance of a gift shop 
and can easily be seen from the 
street. The entire store is finished 
in a silver grey tone, with black 
trim, giving a modern, pleasing 
appearance. With the exception 
of cutlery, everything is displayed 
on open shelves or open tables 
within easy reach of all customers. 

Major appliances and steel goods 
are displayed in the rear of the 
display room, the appliances being 
on platforms while the steel goods 
are interestingly shown on the rear 
wall. Customers desiring to look 
at the store’s stock of steel goods 
and bolts and nuts must pass 


through the display of major ap- 
pliances. The bright appearance 
of the store is enhanced by good 
lighting and the use of a skylight 
toward the rear of the store pro- 
vides natural light. 

Mr. Gray and his employees 
operate a store that has an appeal- 
ing appearance and they treat 
customers in a friendly manner 
that creates confidence. Positive 
merchandising, instead of com- 
ments about competitors, is a great 
aid in selling the Gadd store to 
consumers in and around Iowa 
City. As to his competition from 
the chains, he says, “We can’t put 
chain stores and mail order stores 
out of business nor can anyone 
else. Those organizations have as 
much right to be in business as 
we have.” 
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The Return on Leading Common Stocks 


(Continued from page 58) 


parison with the interest he is 
compelled to pay. Then from 
above small dividends deduct 
Federal and State taxes—where 
are you? 

I have on my desk a most in- 
teresting and valuable treatise on 
bankruptcy, published mainly for 
accountants by the La Salle Ex- 
tension University. This treatise 
has been written by Charles S. 
Banks, C.P.A., LL. B., Member of 
the National Bankruptcy Confer- 
ence, American Institute of Ac- 
countants, and the Oregon Bar. 
Space prevents my going into this 
treatise at length. While it has 
been prepared mainly for accoun- 
tants and accounting practice, it 
would be very valuable for every 
business man to read this book. 
It is written in a simple and clear 
manner. 


Long Time Loans 


Among many interesting points 
that Mr. Banks makes is the fact 
that one of the most dangerous 
things that confronts a business 
agency is the placing of long time 
loans. The trouble With such loans 
is in the fact that if they run a 
long period of time, the executives 
of the company consider the loan 
as being a fixed charge on the 
business and practically out of the 
way if they are just able to pay 
the interest. However, time has a 
habit of passing, and such loans 
frequently fall due at the most in- 
opportune time for the business. 

In our corporate financing this 
long time credit has been entirely 
too cheap, not in the sense of the 
rate of interest, but in the sense 
of being comparatively easy to 
secure. In a number of businesses 
with which the writer is familar, 
such long time loans have not only 
been a burden on the business, 
but have been very embarrassing 
when they matured. 

Mr. Banks, on this subject 
writes as follows: 

“Credit As a Distributive Fac- 
tor— 

“1. It-is the modern use of the 
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debit-and-credit concept that has 
brought into existence our form 
of circulating media, by means of 
which we bring about a distribu- 
tion of the goods and services pro- 
duced in this country. 

“2. The misguided use to which 
the debit-and-credit concept has 
been put in the past has given rise 
to many of the problems we find 
in our economic system. The re- 
organization section of the Bank- 
ruptcy Act has attempted to pro- 
vide the means for working out 
sound solutions for one of these 
problems, namely the defaults in 
the long-term credit system. 

“3. The use of the debit-and- 
credit concept falls within two 
major fields: long-term credit sys- 
tem. 

“4. There are two tests of the 
soundness of longterm credit: 
first, the test for its repayment; 
and second, the test of its eco- 
nomic soundness in its effect upon 
the economic system. 

“(a) No one will dispute the 
principle that a debt should be 
paid back within the lifetime of 
the assets securing the debt. This 
concept is covered in Sec. 216 (9) 
of the Chandler Act. 

“(b) To be sound from the 
viewpoint of its effect upon the 
economic system, long-term credit 
should be paid back within the 
time during which the materials 
and labor entering into the con- 
struction of the building or plant 
which is to be the security for the 
long-term obligation. Or, putting 
it in another way, credit to be 
sound should be paid back within 
the period of time during which 
there is an economic influence felt 
in the field of the distribution of 
the goods and services entering 
into plant expansion. 


A Five-Year Limit 


“5. Inasmuch as five years 
would, in nearly every case, be 
ample time within which to erect 
a plant or build a building, it is 
clear that any obligation incurred 
for such purpose and extending 
for a period of more than five 
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STREAMLINE 


HIGH PRESSURE 
CARTRIDGE 


oN Ga re 
* GUN» 


It’s new, it’s improved, it’s the best calk- 
ing gun that practical experience has de- 
veloped for present day use. With this 
gun, the calking compound is forced un- 
der high pressure (the only way to get 
really good calking results) into build- 
ing joints, especially the openings around 
window and door frames. Stops drafts, 
helps make homes weathertight, and re- 
duces fuel bills. 


Pecora Calking Compound in non-refillable 
metal cartridges holding approximately one 
quart, is available for this gun. Cartridges 
can be changed in a matter of seconds. No 
messy refilling of cylinder. No waste. No 
loss of time. And architects and builders 
will tell you that money cannot buy a better 
calking compound. 





This Gun 


With 3 Nozzles and 4 Filled Cartridges 


Shipped Express Collect for 


7 





FOR 
BOOKLETS 


Pecora Paint Company, Inc. 
Member of Producers’ Council, Ine. 
Lawrence & Venango Sts., Phila., Pa. 


Established 1802 by Smith Bowen 
WHO WANTS TO LIVE 
IN A DRAFTY HOUSE ? 
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#3 Gem Stoppers 
ARE Preferred— 


®Because of lithographed 
metal pictures perma-# 
nently set into the blank. 








me Because of folding wire 
fasteners secured in sock- 
ets raised from metal! of 


the blank. 


Ask your Wholesaler for 
#3 Gems, or write us 
for reference. 


J. L. CLARK MANUFACTURING CO 


ROCKFORD. ILLINOIS 





Step Up Your Sales 


WITH STEWART FENCE 
AND OTHER PRODUCTS 


it 


The Stewart lron Works Co., Inc. 


637 Stewart Block Ciacionati, Ohio 
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years is in itself fundamentally 
unsound, for by that time the eco- 
nomic purpose of credit as an in- 
strumentality of distribution for 
durable goods has ceased, and 
there remains only a load of static 
debt.” 

Let me call special attention to 
the wisdom of these last two para- 
graphs. If our railroads, years 
ago, had been guided by this ad- 
vice instead of the principle of 
“borrow all you can for as long 
as you can,” their condition today 
would not be so deplorable. 


The last word is that if more 
wisdom is used in placing of 
bonds and preferred stocks, the 
common stockholder stands a bet- 
ter chance for a reasonable and 
more stable return on his inyest- 
ment. The great wealth of this 
country should go into sound in- 
vestments and not into wildcat 
speculations. If this happens— 
by reason of more attractive com- 
mon stocks—we will largely escape 
the booms and depressions of the 
past. 





Model Horse Sells Harness 


O “Grey King,” a proud but 
{ip Mtn model of what the well 
dressed horse will wear for work or 
play, goes much of the credit for 
building harness into a major line 
for the Henry Conway Hardware, 
Beckley, W. Va. Modeling the latest 
in all lines of harness—from log- 
ger’s to lumbermen’s to riding and 
farm equipment, he looks disdain- 
fully at passing motorists. His as- 
surance lies in his proven abilities 
as a go-getter harness salesman. 

Mr. Conway has made his store 
harness headquarters for Beckley 
and the surrounding country. “Grey 
King” has become a familiar trade 
mark, for he is always on display 


and figures prominently in country 
newspaper advertising. He attracts 
the old as well as the young and 
not a day goes by but what an ad- 
miring delegation visits “Grey King” 
at the store. The children always 
take a ride. 

Nothing gives Mr. Conway more 
pleasure than to dress “Grey King” 
in some new harness. Mr. Conway 
is a skilled harness man. He keeps 
harness leather in stock and if the 
tug or line is too wide or too nar- 
row, he goes to work and makes one 
to fit. While “Grey King” is only a 
dummy horse and among the last of 
his breed, he is a permanent asset 
for the Conway Hardware. 





Here’s the horse that helps sell harness for Henry Conway 
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CHAMBERLIN 
BRASS THRESHOLDS 





DURABLE... WEATHER-TIGHT... 
GOOD LOOKING... 
and reasonably priced 


© Doorways get hard usage — strength and weather- 
tightness are important. Chamberlin Brass Thresholds 
meet every requirement and are available in a wide 
range of styles and prices. Take advantage of 
Chamberlin's long experience. Write today for details 
and a free booklet on Chamberlin Brass Thresholds. 


CHAMBERLIN METAL WEATHER STRIP CO. 


1256 LaBrosse Street Detroit, Michigan 


SINCE 1893 — THE STANDARD 











ae Here’s the Sander 
You’ve Always Wanted! 

A TROUBLE-PROOF, HIGH PRODUCTION 
MACHINE... AT UNPRECEDENTED LOW PRICE 


The new Dreadnaught Quality 8'' is all that the name 
implies, the finest machine of its kind built today. 
Equipped with an 8'' rubber covered drum with 
eccentric-concentric roller sandpaper clamping 
arrangement —a '/2 H.P., nationally known, motor 
requiring no lubrication or brush change — silent 
V-belt power transmission — perfectly balanced to 
insure easy handling and maximum cut. Absolutely 
fool-proof. Finished in highly polished aluminum and 
chromium with contrasting black fittings, it presents 
a merchandising appeal that insures y7y- In spite 
of all this, the "QUALITY" is priced far lower than 
any machine of its kind has ever sold for. Whether 
you now rent sanders and contemplate additional 
equipment, or as yet do not 
have a rental sander, by all 
means get the complete facts 
on the profits waiting for you 
with the new QUALITY 8". 


THE 
DREADNAUGHT 


“QUALITY 8” 
SANDER 





















CLARKE SANDING MACHINE COMPANY 
DEPARTMENT HA 5-39 - - - MUSKEGON, MICHIGAN 
ene 
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They Are So Different 
. . . Easier to Sell 


CU can tell Carlton Stainless Steel 

Ware utensils by their smarter de- 
sign and finer, lovelier finish, inside 
and outside. You can sell Carlton 
Ware, for it meets women’s call for 
better looking, easier cleaning kitchen 
utensils—and they are cheapest in the 
long run. Ask your jobber. 


THE CARROLLTON METAL PRODUCTS CO. 
ites Carrollton, Ohio 











CARLTON anoweve 


STAINMLESS STEEL WARE 








HERES HOW TO MAKE 
A GOOD DOOR CLOSER 
GOOD LOOKING! 
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The LCN Mirac e — this ‘new dress’ for our 


standard LCN surface type door closer — gives you low cost con- 
cealment of the closer itself; and you can get it in prime coat, to 
be finished with the trim, or in almost ANY finish 
for decorative effects. It's the modern way to 
treat door closers where entire concealment is 
not practical. (Size C only; size D soon). Send 
for details.‘’ Elsie N., Norton Lasier Co., 
466 West Superior Street, Chicago, Illinois. 


LC DOOR CLOSERS in 
86 Types and Sizes 





















Brings More Sales for 


CANNING 





Jams, Jellies, Juices 


By L. W. MOFFETT 


W ashington Representative 
of Hardware Age 
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Volume 

Sales at — 250 recalcitrant trade asso- mation on management and affilia- 

Mashes potatoes, all AT) ciations, which have failed af- tion; composition of membership; 

vegetables - strains S . ter the third request to send in scope of association activities; per- 

mg woes ot vsemenes answers to questionnaires mailed out sonnel, income and balance sheet 
last September by Commerce De- 


data covering dues and assessments; 
ASK YOUR JOBBER $1.50 partment representatives of the 


and contributions to the industry 
or write Formerly Temporary National Economic (anti- claimed. It also asked for copies of 
monopoly) Committee, are being 


constitutions and by-laws. 
threatened with subpoenas if the * * 





FOLEY MFG. CO., MINNEAPOLIS, MINN. as 


Fortified with a Congressional ap- 








AT YOUR SERVICE!’ 


ry) 
Tue “Who Makes It” 
Editor will be glad to 
help you in your search 
for the name of the mana- 
facturer of that product 
you are interested in. 


If you do not find it or 
ite trade name listed in 
the current Directory 
Number, in all probabil- 
ity it has been incorpo- 
rated in the revised list- 
ings that are being pre- 
pared for the next issue 
of the Directory Number. 
Many such changes are 
being made daily and the 
listings brought up te 
date. 


If your current Diree- 
tory does not give you 
the information you seek. 
write the “Who Makes 
It” Editor. He's at vour 
service! 
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peas A . requested information is not forth- 


coming. 

Assistant Secretary of Commerce 
Patterson said in a letter to the 
various associations that his De- 
partment “had hoped that this study 
could be conducted entirely on a 
voluntary basis, and therefore will 
sincerely regret it if necessity com- 
pels us to proceed on a somewhat 
different basis.” 

The Department was known sev- 
eral months ago to have taken un- 
der advisement the question of issu- 
ing subpoenas, but is understood to 
have soft-pedaled the idea tempo- 
rarily when the Administration’s 
“business appeasement” program 
was inaugurated. Out of 2300 asso- 
ciations solicited, most of them re- 
sponded promptly, but the 250 
“hold-outs” whose identities have 
not been disclosed, either ignored 
or declined the request. 

Since that time, five out of the 
250 trade associations have, upon 
advice of counsel, declined to make 
the necessary returns. These facts 
prompted Mr. Patterson to point 
out in his letter that, unless all re- 
turns are submitted the results of 
the survey will be “open to ques- 
tion,” and that the names of the 
associations will no longer be kept 
confidential. 

The questionnaire sought infor- 


propriation of $65,000, the Federal 
Trade Commission has voted to bite 
into the subject of resale price 
maintenance and state fair trade 
laws—a juicy morsel for which the 
Commission is known to _ have 
worked up an appetite since before 
the Miller-Tydings law was put on 
the statute books. 

The FTC, which is openly hostile 
to the resale price laws and, some 
say, in no position to conduct an 
impartial inquiry for that reason, 
announced in a formal statement 
that the investigation will cover the 
extent, effects and methods of the 
development of resale price mainte- 
nance under statutes legalizing the 
practice. 

Specifically, the Commission, ac- 
cording to its announcement, will 
scrutinize: 

1. Prices charged by manufactur- 
ers and retail dealers for commodi- 
ties under price contract as com- 
pared with such prices for similar 
competing commodities not under 
price contract; 

2. The quality received by the con- 
sumer in his purchase both of com- 
modities under price contract and 
of similar competing commodities 
not under price contract. 

3. Methods employed in obtain- 
ing the support of industry and the 
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retail and wholesale trades for re- 
sale price maintenance and in the 
practical establishment thereof. 

There have been reports that the 
FTC was currently going through 
the records of certain trade asso- 
ciations known to be active in push- 
ing fair trade laws, but confirma- 
tion of these reports was never 
made by the Commission until its 
formal announcement. 


The investigation will be the sec- 
ond attempt by a Government 
agency to appraise the effects of 
resale price maintenance in prac- 
tices. The first attempt, an exten- 
sive WPA white-collar project, was 
called off with the advent of the 
anti-monopoly committee. The WPA 
went ahead with the legal study, but 
called off its field survey which had 
sought to appraise the before-and- 
after effects of fair trade laws. 





“Why I Lost That Sale’’ 


T a recent meeting of the Sales 
Executives’ Club of New York. 
R. C. Borden, director of sales pro- 
motion for the Borden Company, 
presented the following list of “sales 
autopsy questions,” which offer val- 
uable pointers for the traveling 
shoe salesman, as well as some 
which will be found helpful by the 
man at the fitting stool: 

Reason 1—I lost out to a com- 
petitor because I made exaggerated 
claims about my product. I forgot 
that a good salesman likes nothing 
better than a competitor who is a 
liar. 

Reason 2—I lost the sale because 
I spent all my time on the person 
easiest to reach . . . instead of win- 
ning my way through to the real 
buyer. 

Reason 3—I lost the sale because 
I let the buyer scare me. 

Reason 4—F lost the sale because 
I kept my big mouth open too long. 
I talked myself into the order. . . 
and then talked myself out. 

Reason 5—TI lost the sale because 
I didn’t cover my _ sales story 
thoroughly. I forgot that, to reach 
home plate, you’ve got to touch each 
base. 

Reason 6—I lost the sale because 
I didn’t know enough about my 
prospect’s business. I failed because 
I couldn’t talk his language. 

Reason 7—I lost the sale because 
I didn’t sell myself thoroughly. 1 
forgot that / am part of the package 
my prospect buys. 

Reason 8—I lost the sale because 
I got into an argument with the 
buyer .. . an argument which / won. 
That is why I lost the sale. 

Reason 9—I lost the sale because, 
frankly, I didn’t know enough about 
my product. 

Reason 10—I .lost the sale be- 
cause I spent too much time knock- 
ing competition and not enough 
time telling my own quality and 
profit story. 

Reason 11—I lost the sale be- 
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cause I let myself get licked by the 
customer’s story of reciprocity and 
personal friendship with a competi- 
tor. 

Reason 12—I lost the sale be- 
cause I didn’t generate enough 
desire for my product. 

Reason 13—TI lost the sale be- 
cause I didn’t plan my presentation 
carefully enough. I just dealt sen- 
tences rapidly off the top of my 
mind. 

Reason 14—I lost the sale to a 
competitor whose price was lower 
. . . because I didn’t have enough 
facts to prove my product was worth 
the money. 

Reason 15—TI lost the sale be- 
cause [ let a ticklish credit situation 
beat me. 

Reason 16—I lost the sale be- 
cause I had neglected my customer 
too long. A competitor beat me to 
it because he was there asking for 
the order. 

A ballot of the members was 
taken and the following were found 
to be the principal reasons for lost 
sales in the opinion of those present: 
Highest number of lost 


sales Reason 12 
Second highest Reason 1] 
Third highest Reason 16 
Fourth highest Reason 5 
Fifth highest Reason 13 
Sixth highest Reason 6 
Seventh highest Reason 14 


Rope Sales Folder 


A colorful folder explains in detail 
the new display method of increasing 
rope sales, recently announced by the 
E. T. Rugg Co., Newark, Ohio. The 
various types of manila rope manufac- 
tured by the company are described 
in the folder. 


Locksmith’s Supplies 


The Whitlock Supply Co., 71 Warren 
St., New York City, has issued a new 
catalog of more than 100 pages of pad- 
locks, locks, key blanks, key machines, 
and locksmith’s tools. 
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THAT WALKS OUT 


FAST 


A display of Dixon’s “Junior” Graph- 
Air Guns does not last long in 
most hardware stores. Made of Flex- 
ophane, filled with about 900 applica- 
tions of Dixon’s Microfyne Graphite. 
these Graph-Air Guns sell rapidly to 
fhe millions who know or will be glad 
to know that Graphite in dry form is 
longer-lasting and far superior to oil 
or grease for thousands of miscellane- 
ous lubricating applications. Heat, cold, 
water, oil, other solvents, pressures, 
and speeds cannot destroy or displace 
it. Never hardens, gums, drips, smells, 
or fails. In other applications, 
Graphite added to oil or grease makes 
the truly super-lubricant. A “shot” of 
Graphite makes everything work, run, 
or operate noiselessly; drives and keeps 
out power-wasting friction. 


BEST FOR LOCKS 


AND FIREARMS 





Great for use at home, in office, store, 
mill and factory; nothing better for 
squelching squeaks, removing rattles, 
stopping sticking in countless places 
ashore, awheel, aloft or afloat. Sell this 
quick seller. Write for Booklet C-G 40. 








[JUNIOR 3 RUBBER MODEL 
MODEL REFILLABLE 


Lasting, durable con 
struction—for shop 
Made of Flexophane—throw | bench and all servicing 






away when empty —contains often preferred by 4 
900 applications—individual- | mechanics. 8 refills ‘s 
ly mounted on directions- | cost only 50c. Full di 





anddisplay card. rections on wrapper 


JUST SQUEEZE! ‘ee 
Users, dealers, jobbers: write Dept. C-G 40 


JOSEPH DIXON CRUCIBLE CO., JERSEY CITY, N. J. 


P= DIXON’S GRAPH-AIR GUNS 
Ss: AND MICROFYNE GRAPHITE 


PATENTED U.S. AND FOREIGN COUNTRIES 








DIXONS 
FLAKE oe ee 
ui Z 
wot wos GREa yn 
i WHE 9151 
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Cabinet Size 
30” x14" 37%" 
Orawer Size 
0” 212"33%" Hi. 


27 DRAWER 


STEEL UTILITY CABINET 


Can be used not only in your own store for 
small parts, but this 27-drawer cabinet can 
be sold to your regular trade. Ideal for 
samples, factory parts, catalogues or other 
merchandise. Made of cold rolled steel, 


electrically welded throughout. Olive green 
finish. Adjustable steel partitions available. 


Write for Veater’s uUiscount 


STANDARD STEEL PRODUCTS CoO. 
380 MAIN STREET. POUGHKEEPSIE, N. Y. 


ARMSTRONG 












REAM EVERY 
PIPE END! 














If you are to do high grade, full capacity 
trouble-free pipe work with every pipe end 
reamed, you'll want an ARMSTRONG BROS. 
Ratchet Pipe Reamer. Its spiral fluted reamer 
makes quick work of any inside burr for it is 
milled, ground and hardened, and, its drop- 
forged reversible ratchet that will operate with 
only a 12% degree handle swing, will stand up 
for a lifetime of service. 


Another time and labor saving tool that will pay 
for itself over and over is the ARMSTRONG 
BROS. Pipe Vise Saddle. It attaches instantly 
to any pillar or post and provides a substantial 
base for either hinged, chain or open side pipe 
vises, at the point of work—save needless steps 
to truck or bench. It has a built in pipe 
bender. 


Buy From Your Lecal Supply House 


Write for Cata- 
log showing 
world’s most 
complete line 
of pipe tools. 













ARMSTRONG BROS. Eastern 
TOOL CO. png om 
a ales: 
“The Tool Holder 199 Lafayette 
People” New York 
314 .N. Frane seo Ave., San Francisco 
Chicage, U.S.A. London 
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American Hardware Mfrs. Assn. 
annual convention meeting with the 
National Wholesale Hardware Assn., 
Oct. 16 to 19, 1939, at the Marlbor- 
ough-Blenheim Hotel, Atlantic City, 
N. J. Charles F. Rockwell, 342 Madison 
Ave., New York City, is secretary of 


the manufacturers’ assn. George A. 
Fernley, 505 Arch St., Philadelphia, 


is secretary of the wholesalers’ assn. 


Associated Pot and Kettle Clubs 
of America, annual convention, July 
7-9, 1939, at the Hotel Claremont, Ber- 
keley, Cal. Al. G. Fischer, J. W. 
Robinson Co., Los Angeles, Cal., is 
secretary. 


Carolinas, Hardware Assn. of, June 
13-15, 1939, at the Ocean Terrace Hotel, 
Wrightsville Beach, N. C. Arthur R. 
Craig, 407-11 Commercial Bank Bldg., 
Charlotte, N. C., is secretary-treasurer. 


Credit Congress, 44th Annual Con- 
gress, sponsored by National Associa- 
tion of Credit Men, Grand Rapids, 
Mich., June 12-15, 1939. Henry H. 
Heimann, One Park Ave., New York 


City, is executive manager. 


Eastern Hardware Golf Assn., 
annual golf tournament, June 1-3, 1939, 
Cavalier Hotel, Virginia Beach, Va. 
H. L. Gilliam, 9 Rockefeller Plaza, New 
York City, is secretary-treasurer of the 
association. 


Homefurnishings, International 
Market, June 5 to 17, 1939, in the Mer- 
chandise Mart, Chicago. 


Housewares Show, sponsored by 
New York Housewares Mfrs. Assn., July 
10-15, 1939, at Hotel Astor, New York 
City. Mrs. Flo English, Hotel Pennsyl- 
vania, New York, is secretary. 


National Contract Hardware 
Assn. convention and exhibit, Oct. 2-5, 
1939, at Hotel New Yorker, New York 
City. J. Harold Dumbell, executive sec- 
retary, Fulton Bldg., Pittsburgh, Pa. 


National Retail Hardware Con- 
gress, July 17-20, 1939, at Netherland 
Plaza Hotel, Cincinnati, Ohio. Rivers 
Peterson, managing director, National 
Retail Hardware Assn., Security Tru 
Bldg., Indianoplis, Ind. 


National Small Business Men’s 
Assn., Akron, Ohio, annual convention, 
June 27, 28, and 29, 1939, at Detroit, 
Mich. DeWitt M. Emery is president. 


Coming Conventions 
and Events 


Corrected each issue 


according to latest data 


National Wholesale Hardware 
Assn., annual convention meeting with 
the American Hardware Manufacturers 
Assn., Oct. 16-19, 1939, at the Marl- 
borough-Blenheim Hotel, Atlantic City, 
N. J. George A. Fernley, 505 Arch St., 
Philadelphia, is secretary of the whole- 
sale association, and Charles F. Rock- 
well, 342 Madison Ave., New York 
City, is secretary of the manufacturers’ 
association. 


Triple Convention of the American 
Supply and Machinery Mfrs. Assn., 
National Supply & Machinery Distrib- 
utors Assn., and Southern Supply & 
Machinery Distributors Assn., May 25 
to June 1, 1939, on S. S. Monarch of 
Bermuda on a cruise to Bermuda. Sec- 
retary of the American Assn., R. Ken- 
nedy Hanson, 1108 Clark Bldg., Pitts- 
burgh, Pa.; National Assn., H. R. 
Rinehart, 505 Arch St., Philadelphia, 
and Southern Assn., Alvin M. Smith. 
Smith-Courtney Co., Richmond, Va. 


Junior Washer 


The “Handyhot” electric washer is 
composed of three units. Powerful mo- 
tor and gears are assembled in one 
complete unit in cover with convenient 
lift handles. Smoothly finished die-cast 
aluminum impeller has three fins and 
washes with efficient action. Tub is 
finished in triple-coat white vitreous 
enamel. Underwriters’ approved cord 
and plug cap is attached. Accommo- 
dates two pounds of dry clothes. Sug- 
gested retail selling price is $14.95 
complete with A.C. motor. Chicago 


Electric Mfg. Co., 6333 W. 65th St., 
Chicago. 
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TURNERDAY HANDLES 























1S 
Trademarked and Grademarked for Your Protection . .. For Catalog, Write 
TURNER, DAY & WOOLWORTH HANDLE CO., INC. LOUISVILLE, KY., U. 

displ tand A NEW UTILITY GRINDER THAT THOUSANDS 

a ispiay sian OF TECHNICIANS AND CRAFTSMEN ARE BUYING! 






THERE ARE UNLIMITED SALES WITH 
MONARCH’S TOOL OF ALL TRADES! 


A vast number of industries and trades have 
found this type of power tool indispensable. 
The tremendous market of professional users, 
combined with the ever-increasing 
thousands of hobbyists assures you 
of consistent profit-making sales. This 
guaranteed, precision-built grinder 













= FREE 


ity, 
St. 


a gust buy 8 dozen 
ack Velb.CROSS TACKS 














ork performs with speed and accuracy. 
pers from your yobber STANDARD MODEL 

A Standard Model 

Ki ith iT 

$595 power tool” ls ales 

available. > 
i DE LUXE MODEL 
— Write Today for Catalog and Comes complete with 
ssn., Special Prices! seven attachments. 
trib- MONARCH MANUFACTURING COMPANY 








y & EAST JAFFREY, N.H. : 711 West Lake Street Chicago, Ilinois 

by 
b of aa 
Sec- 
Ken- 


fe ‘= AMERICAN“. CHAIN 


nith. 








: ace AMERICAN CHAIN DIVISION @¢ AMERICAN CHAIN & CABLE COMPANY, Inc. 
wo AY BRIDGEPORT, CONNECTICUT Gz Business Jor Your Lapel; 











: is Makes An Amateur 


on Want a Good Position? | |r ee Like A Professional 






a The quickest and surest way of securing « 
cas iti ; lassi por- For quality construction and appearance, the new 
good poeen ts through the C ified Op Baker-McMillen MITRE KIT is truly a_ professional 
and 50 
‘ tunities Department of Hardware Age. outfit. That's why it appeals to both the professional . 
) Is ‘ ‘ and the amateur ‘‘home ecraftsman."’ 
ous Hardware Age will put you m touch with Its adjustable cadmium guide post is accu- '  Ineludes 
d Hardware concerns who want help and look rately indexed for 45, 67% and 90 de- Highgrade 
cor * : gree cuts. Easily handles up to 2x4 10” Back- 
em for it in the Trade-paper that reaches the aa Wis Se Saw 
: highgrade 10- 
Sug: greatest number of readers. en he ig 
; i the MITRE KIT 
4.95 Send your copy with remittance to 5 > ae a 


ago er at $2.50. Be Mig a 
St., HARDWARE AGE cae tenses y, SACS 
Classified Oportunities Dept. —— oo , . 

Jest 39th St.. New York City . 

239 West 39th St.. ! THE BAKER McMILLEN CO., 45. miler Ave., Akron, Ohio 


























J HEAR YE, HEAR YE, SENTINEL'S NEW BATTERY PORTABLES 
* ARE THE FASTEST SELLING, LOWEST PRICED IN AMERICA! } | 

















Sentinel Radio Corporation - Dept. HW - 2222 Diversey Pkwy., Chicago 


GE 


MAY 18, 1939 














STAR DRILLS - CHISELS 


Full line of forged tools 
Guaranteed 2 for 1 
low prices 


OXFORD TOOL COMPANY 
1633 N. 2nd St. Phila., Pa. 


* sma. 
No. 10 Lindsay Blanket Pins 


STEEL—NICKEL PLATED—6 pins to card—% 
gross cartons. In bulk——-1 gross cartons. BRASS— 
NICKEL PLATED—¢6 pins to card only. End of pin 
is protected—no scratching or catching. Length 3% 
inches. Also used by campers, hunters, laundrymen, 
ete. If your jobber does not stock, write direct te: 


PERFORATED PAD COMPANY, 


Sole Distributors, Woonsocket, R. 1., U.S.A. 























ELECTRIC FENCE US- 
ERS are delighted with | 
these new items. lf 
KWIK KLIPS fasten |( 
fence quickly, securely 


KWIK GATES (handle, 
hook an spring) are 
simple, efficient. 


Ask your Jobber 
ACCESSORIES MFG. CO., 4737 Broadway, Chicago, III. 














The Original 
“HORSESHOE MAGNET” 
HAMMERS 


Steel Forgings, Perma- 
nent Magnets. The best 
magnet hammers on the 
market. Give long and 
satisfactory service. The 
Hammer holds the tack. 


ARTHUR R. ROBERTSON 
Sole Manufacturer 
15 Hathaway Street, Boston, Mass. 


DENISTON 






















‘Lead Seal’ NAILS 


Get samples of this remarkable roofing nal 
which makes any kind of roofing give better service. 
smart dealers everywhere sell it as a profit-maker 
and good will builder Note the famous “* 
seal’’—the lead under the head and down the 
shank actually plugs the nail hole with lead! . 
Ask your jobber or write us for samples and dem- 
onstrator Blocks. 


The DENISTON Company 
4840 S. Western Ave. CHICAGO, ILL. 


FUSES 


THE COLOR TELLS THE SIZE 


PEP UP PROFITS! 


The all-colored shock-proof top—the color- 
banded carton—and the 7-color display box 
ore ‘Pius Values'' that SELL. That means 
more profit for you. 


Ask your Jobber 
Salesman for 
COLORTOPS. 








TRICO FUSE MFG. CO. 


MILWAUKEE WISCONS! 
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The “WHO MAKES IT?” issue of 
HARDWARE AGE enables you to 


quickly locate sources of supply and 


helps you answer many questions re- 


garding brand names, products, etc. 


York, Pa.: Who makes a suction 
pool cleaner to clean out the bottom 
of a swimming pool without empty- 
ing the water from the pool? 
Anderson Hardware Co. 


ANSWER: Standard Pool Cleaner 
Co., 1204 Shadyside Ave., S.W., 
Canton, Ohio. 


© ~ * 


Cambridge, Md.: Who makes the 
Relax combination folding seat and 
back rest? Herbert Hearn Hard- 
ware Co. 


ANSWER: Relax Mfg. Co. 216 
N. Clinton St., Chicago, II. 


Tremont, Pa.: Who makes the 
M S A Comfo respirators? Tremont 
Hardware Co. 


ANSWER: Mine Safety Appli- 
ance Co., 229 N. Braddock Ave., 
Pittsburgh, Pa. 


Alton, Ill.: Who imports the 
Haenel air rifle? H. K. Johnston 
Hardware Co. 


ANSWER: L. Oppleman, Inc., 
49 W. 23rd St., New York, N. Y. 


Altoona, Pa.: Who makes the 
Sheppard’s reversible shutter hinges? 
Anderson Hardware Store. 


ANSWER: Wrightsville Hard- 


ware Co., Wrightsville, Pa. 


Middletown, N. Y.: Where cam 
we procure carpenters’ and coa- 
tractors’ estimate forms or blanks? 
Lester Schroley. 


ANSWER: New York Bldg. Con- 
gress, Inc., 101 Park Ave., New 
York. N. Y. 


HARDWARE AGE 
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MAKES IT?” 


Information regarding sources of supply as provided readers of 
HARDWARE AGE by the “Who Makes It?” editor is here pre- 
sented as an aid to others in the trade who may be seeking the 
same articles. The inquiries reproduced have been selected be- 
cause of their general interest to hardware merchants and buyers. 
This editorial feature in each issue supplements the service ren- 
dered by the “Who Makes It?” issue. When writing to the firms 
mentioned, state that you secured your information from the 


HARDWARE AGE Directory Number. 


Denver, Colo.: Who makes the 
Waring electric liquefier mixer? 
Geo. Mayer Hardware Co. 


ANSWER: Waring Mixer Corp., 
1697 Broadway, New York, N. Y. 


Spartanburg, S. C.: Who makes 
the Acme harrow?«H. T. Littlejohn 
& Co. 


ANSWER: Nash-Acme Harrow 
Co., Haddonfield, N. J. 


Newark, N. J.: Who makes Lead- 
ite pipe joint compounds? J. Heller 
& Son, Inc. 


ANSWER. Leadite Co., 1404 So. 
Penn Sq.. Philadelphia, Pa. 


Glen Cove, L. LL: Who makes 
landscape curbing? Charles of Glen 
Cove, Inc. 


ANSWER: Porcupine Co., 1939 
Williamson St., Bridgeport, Conn. 


Blytheville, Ark.: Who makes the 
Paragon hand sprayers? Shouse- 
Henry Hardware Co. 


MAY 18, 1939 


ANSWER: Campbell - Hansfeld 
Co., 801 Moore St., Harrison, Ohio. 


Florence, S. C.: Please furnish 
the address of the W. B. Jones 
Spring Co. Schofield Hdwe. Co. 


ANSWER: 124 E. 7th St.. Cin- 
cinnati, Ohio. 


Savannah, Ga.: Who makes the 
Savo flower boxes? Stubbs Hard- 
ware Co. 


ANSWER: Savo Mfg. Co., 1400 
Merchandise Mart, Chicago, III. 


Waseca, Minn.: Who makes the 
Economy thumb screws? Herter’s. 


ANSWER: Economy Screw Corp.. 
2717 Greenview Ave.. Chicago, III. 


Whiting, Ind.: Who makes hinges 
used on butler trays? Kozacik Hard- 
ware Co., Inc. 


ANSWER: Weidman Mfg. Co., 
168 Centre St., New York. N. Y. 
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RED DEVIL - 


Unique Counter 


The sure cutting, precision- 


enineniieptennninmonneean: ae 


°$$V19 1$19d SGTUOM FHL SI 


They look the best because they are 


t true and are long wearing 


ade for modern glass... 
up turnover and produces new users 


LANDON P. SMITH, INC., IRVINGTON, N, J. 


ss cutters — SELL RED DEVIL 


Sell more gla 
made alloy st 








~ Pennuernon” 
NOT JUST 
“WINDOW GLASS” 


T’S clear. It’s brilliant of 

finish. It can be glazed 
either side out. And for a 
sheet glass, it’s unusually 
free from distorting defects. 
It assures better-looking 
windows...and greater cus- 


tomer satisfaction. 





o* PITTSBURGH. , 
Poot PLATE GLASS COMPANY Gibbs. 


si centenidiinanitniainmedttinienicnnliinneten aaa 
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Classihted Opporvtumitien Section... 








Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





| Chamibied Adwentining Rater | 





Help Wanted. Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 


Set solid, maximum, 50 words...... $3.00 
All capitals, maximum, 50 words... 4.00 
Each additional word........ .06 


Positions Wanted 
(Special Rate) set solid, maximum, 
50 words 
Each additional word 
Allow Seven Words for Keyed Address or Your Addre. 


BOXED DISPLAY RATES 








OISCOUNTS FOR CONSECUTIVE INSERTIONS 


4 insertions, 10% off; 8 insertions, 15% off. 

Due to the special rate, these discounts do 

not apply on Position Wanted Advertise- 
ments. 


REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency. 





HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 


Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 

















ead og penne S00 239 West 39th St. New York City 
[Positions Wanted |/[ Position Wanted ||| Positions Wanted = | 
HARDWARE PERSONNEL. OUR FILES SALESMAN WELL KNOWN TO IOWA 


CONTAIN applications of several hundred experi- 
enced clerks, managers, counter men, bookkeepers 
and stenographers for New York hardware re- 
tailers and wholesalers. No charge to employers. 
Just phone Wisconsin 7-1802 or write to Asso- 
ciated Placement Bureau, 152 West 42nd Street, 
New York City. 





SALESMAN, TEN YEARS’ EXPERIENCE 
COVERING hardware, fishing tackle, bicycle and 
building trade of Southern New York State, also 
seven years bicycle trade exclusively in south- 
west. Am single, middle aged, A-1 references. 
Address Box D-443, care of Harpware Ace, 


239 W. 39th St., N. Y. City. 


A 


20 years’ 





or ened M ANAGER 


Available! 
experience—Advertising, Pro- 
motion, Sales Letters, Merchandising, 
Publicity, Public Relations, Adv. Agency 
practice. Young, versatile, employed. Ad- 
dress Box D-424, c/o HARDWARE AGE. 
239 W. 39th St.. N. Y. City. 








SALESMAN 16 YEARS’ EXPERIENCE 
BUYING, Selling and Managing Hardware and 
{mplement Store. Would like connection witb 
Manufacturer or Jobber. Ohio Territory Pre 
ferred. Married, own car. Willing to give any 
kind of reference. Address Box D-421. care of 
Harpware Ace, 239 W. 39th St.. N. Y. City. 


and Nebraska Hardware, Lumber and Variety 
Trade would like line for this trade. 45 years 
old. 20 years’ sales experience. Have car. 
Splendid references. Address Box D-486, care 
of Harpware Ace, 239 W. 39th St., N. Y. 
City. 





ENERGETIC AND AMBITIOUS YOUNG 
MAN, 22 years old, single, with driver’s license, 
desires position. Has had eight years’ experience 
in the hardware, paint, plumbing and _house- 
furnishing line, also thoroughly experienced in the 
gas range field and major electrical appliances, 
such as_ refrigerators, washing machines, etc. 
Address Box D-484, care of Harpware AGeE, 239 
W. 39th St., N. Y. City. 





M. GARBER, 22, EXPERIENCED SMALL 
STORE, seeks future in large hardware (no 
pots and pans) store. Now doing glazing, lock- 
smithing, electrical repairs; but do not care for 
mechanical work or future therein. Wish op- 
portunity to learn displaying, inventory, stock, 
sales, eventually buying and _ merchandising. 
Salary of no consequence. Will gladly call. 
Write to—2077 Deane Street, Brooklyn, N. Y. 





HARDWARE MAN THOROUGHLY EX- 
PERIENCED IN Retail and Wholesale hardware. 
paints, sporting goods and kindred lines, desires a 
position with responsible retail firm. Reierences. 





A TRIPLE THREAT MAN in 
the Hardware Industry. EXECUTIVE, 
now employed. Years of experience (1) 
in Retailing, (2) Wholesaling, (3) with 
one Manufacturer. Good education—Eng- 
lish-Scotch descent, 45 years old. Decided 
at age 20 to learn thoroughly the Hard- 
ware business. Still studying and learn- 
ing—now a $10,000 per year man. 

I’m still closely in touch with retailers. 
I’m also a triple threat for a wholesaler, 
—capable of taking charge of (1) selling, 
(2) buying, (3) advertising, also manage- 
ment. Can build annual promotion cam- 
paigns for both Wholesalers and Retailers 
and develop increased business. 

Selling experience with Manufacturer 
started with regular selling to retailers. 
Then I developed the first jobber outlets 
for factory and finally handled department 
store trade, public utilities and Hardware 
Wholesalers. 

I believe I know the trend of future dis- 
tribution. My most effective contribution 
will be to a good Hardware Manufacturer. 
I’m a practical Idea-Man, sales and adver- 
tising minded with 9 years of executive 
experience. 

This is selling copy, please forget the 
egotism. Address Box D-463, care of 
HARDWARE AGE, 239 W. 39th St., New 
York City. 


Available, 











Capable of buying, bookkeeping and store g 
ment. In early fifties and health. Free to 
go anywhere. Middle West or South preferred. 
Salary secondary. Address Box D-316, care of 
Harpware Ace, 239 W. 39th St., New York City. 





MAN WITH 25 YEARS’ EXPERIENCE in 
retail hardware desires position. 18 years with 
one concern. Has had experience on Builders’ 
Hardware, general hardware, paints and marine 
hardware. Married with family. American. 
References. Address Box D-451, care of Harp- 
ware Ace, 239 W. 39th St., N. Y. City. 





SALESMAN, NOW EMPLOYED, WITH 
NINETEEN years’ experience calling on Hard- 
ware and Lumber Trade, and seven years’ experi- 
ence as head of builders hardware department in 
retail store, desires connection with reliable manu- 
facturer or jobber for Texas territory. Refer- 
ences and details in interview. Address Box 
D-488, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 





TRAFFIC AND EXPORT MAN, 33 YRS., 
aggressive, pleasant personality; heavy diversified 
experience in above positions, thorough knowledge 
of domestic and foreign shipping. Rzil and 
ocean ladings, trucking, warehousing; heavy ex- 
perience in export orders, sales follow-up, large 
volumes. Satisfactory service resulting in future 
good will. Locate anywhere. Address Box D-420, 
= of Harpware Ace, 239 W. 39th St., N. Y. 

ity. 





HARDWARE MAN, 12 YEARS’ EXPERI. 
ENCE in Hardware, Paint, Plumbing, Electrical 
and Janitor Supply lines. At present employed 
as Buyer-Manager. Know how to locate sources 
of “Hard-to-find Specials’ that your customers 
always ask for. Seek position with firm that ap- 
preciates and awards loyal and intelligent service. 
Address Box D-471, care of Harpware Ace, 23 





W. 39h St, N. Y. City. 
DURABLE GOODS INDUSTRIES: AC- 
COUNTANT-CREDIT executive available; 34, 


assume full charge, excellent background and 
qualified. Fourteen years with prominent Hard- 
ware and Paint Concerns, familiar with their 
outlets. Thoroughly experienced in general ac- 
counting, internal pe: cost and selling rec- 
ords, taxes, financial and profit ratios and operat- 
ing budgets perpetuating any organizations. 
Thoroughly experienced with credits (Com- 
mercial, Contractual and Maritime); effective ap- 
plication of credit polici cial law, Fed- 
eral Heard Act, State lien laws; minimum of 
losses; high collection percentage. Seek execu- 
tive position with large and well rated manufac- 
turer or wholesaler. Resume prepared. Box 
D-456, care of Harpware Ace, 239 W. 39th St., 
m. 3. Cie 








EXPERT ACCOUNTANT—BOOKKEEPER 
WITH TWELVE years’ background, seeks posi- 
tion requiring intelligencé, experience, and char- 
acter. Assumed control of bookkeeping, credits, 
collections, office personnel, for one of the largest 
hardware and plumbing supply concerns. or- 
oughly versed in tax reports, financial statements, 
systematizing, salesmen and cost records. - 
dress Box D-459, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 





YOUNG MAN 27. AMBITIOUS, WILL- 
ING worker, honest and mechanically inclined. 
Desires position with reliable hardware store in 
Connecticut. Capable of assisting management, 
buying and selling general hardware and tools, 
experienced in window and store display, also 
wholesale shipping room experience. Excellent 
references. Address Box D-481, care of Harp- 
ware Ace, 239 W. 39th St., N. Y. City. 








MANUFACTURER’S AGENT, 44, MAR- 
RIED ACQUAINTED with the Hardware and 
Lumber Dealers in 27 counties in N. W. Ohio, 
would like to represent a Manufacturer on a 
straight commission basis. Mechanically inclined, 
understand construction blue prints and specifi- 
cations in building. References on request. Ad- 
dress Box D-480, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 








Samples of Merchandise. Literature, Catalogs, etc., will not be forwarded unless accompanied by full 


postage for remailing. 
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| Positions Wanted —_|||Sales Representatives Wanted ||| Accounts Wanted | 
’ 
> FOR TWENTY YEARS, ON ONLY two > J 7 
'S jobs for that period, I have been developing SIVE DISTRIBUTOR. wanted, Pg "Come Do Y N istri ion? 
jee ay = ~~" ~ and lumber jobbers and | Safety Window Seat for cleaning windows which 0 ou eed Distribution: 
n en Seca Saew thats ail ee ey is fully protected by Patent rights. Address: Large importers of general merchandise 
me favorably but like petticoat salesmen after the Geo. Lange, 16 Dunham Place, Brooklyn, N. Y. with national sales organization, because of 
war, the market for my present line is gradually oa nl sce —, — — 
vanishing. If you have opening for a Christian, SALESMEN: AMAZIN PA J ‘rear oe ee ee 

forty-three years young, who has averaged between | SCREW-HOLDING screw hae Det os ee pe loge Aen <0 gy per ge 2 

four and eight thousand a yv f KR r Vety 1 manufacturers, with products of merit but 
d & 4 i year for many years, | petition! Jobbers, Retailers buy quantities. Big witho ilities istributi 
e aller q . big ithout proper facilities for distribution, 

enapshot and particulars will be supplied promptly : : " : “ 
d on tneuivnia no. Senmemaiee dunce ‘Add repeats, exclusive territories. 15% commission. to reach nation-wide market. Will only 
e qu s onsible as advertiser. ress | Mfr., 80-S Journal Bldg., Boston, Mass. consider items on an exclusive é@istributi 
Box D-427, care of Harpware Ace, 239 W. 39th an exclusive distributing 
to St.. N. Y. City. ‘ basis and will handle them either as sales 
<== | SALESMAN WANTED BY RESPONSIBLE |) “S*"! °F 0" & Jobbing basis. 
int = to sell a complete line of Plumbing Write full particulars of your products and 
| Sales Wanted | cage oe — Goods, etc., to hardware stores. state fully your proposition. If interested, 
Representatives —_ta tie ttoatwalae se ee 
a : tory. Commission Basis. Give complete details. Address Box D-487, care of HARDWARE AGE 
sane on by gio agri .. tae Confidential. Address Box $63 sta. F, New York. 239 W. 39th St., N. Y. City 
NG among the wholesale and retail hard- 

ware trade to carry as a sideline a complete line 

er =e — a the pd FY nn Rl eg en cutie Cee AGENTS 

an estchester County. viberal commissions. | N J CALLING on builders hardware dealers | : *he 
ity Address Box D-483, care of Harpware AGE, 239 | and lumber yards to sell line of casement hard- Bavsiness Opportunities ‘| 

W. 39th St., N. Y. City. —_. gay good exclusive territories open. — ' 

WANTED—MANUFACTURERS’ AGENTS = ge. | Ee advise territory 
. * ° s 9 f H f E . 

AND SIDE line salesmen now calling on retail | Ag, 239 Ww. 30th St. N. Y. City, a For Sale 30,000 Pounds New Chain 

ee Pg — gg = new * 2/0 Machine Chain Le nong —e Electric Welded 

azor Blade Scrapers that carry extra blades in rice $2.25 per hd. feet 
aa handle. These steel scrapers are adjustable to TAN " TT ’ Ire 3/0 * ‘“*  Twistlink Electric Welded 

six positive positions. Address F. B. Williams AND SIDELINE Salestien to cerry an at Galvanized ‘Triumph Chi tin Na, 031.05 er hd. ft 
FF Company. 507 East Pershing Road. Chicago. Ill. | -ubber-mounted magnifiers retailing ” a twenty- ee ee 295 Mee 
N in SALESMAN WANTED BY RESPONSIBLE | "ive cents each. Attractive commission and bonus ot ih ini 3/0, 275 
~~ MANUFACTURER to sell five complete lines, or | 2*T@ngement. All territories open. New fast AMERICAN CANVAS COMPANY 

(1) grades, of aluminum ware to hardware stores. | "ving item. Exclusive territory to those who 50 Commercial Street, Boston, Mass. 
with housefurnishing trade, etc. Commission—paid | ™@ke good. Address: Mark Specialty Co., 89 : - : 
a, weekly. Protected territory. Give full informa- | Westminster Road, Rochester, N. Y. on a are we 
ard rion seus experience. State territory worked. I Lge galling Be ar gpteron nal — pal ie Re 

aah: n y ts of any do andise. Sen s 
arn- Address Illinois Pure Aluminum Company. le | WANTED! SALESMEN NOW SELLING | of inventory. Address: Elman's, 2300-HA West 
; A PROFITABLE SIDE LINE FOR SALES HOUSEWARES to hardware dealers—depart- | Van Buren, Chicago. 
lers. J E Rey : -ES- | ment stores and other dealer outlets—who_ can FOR SALE—LEASE AND FIXTU RES—in 
aler MEN HAVING AN ESTABLISHED CLIEN- | properly handle additional line of cast aluminu 

’ - , 7 ily m | the most prominent and one of the fastest grow- 
ling. TELE AMONGST THE HARDWARE AND | utensils, pressure cookers, hotel ware. Must 

. BUILDING SUPPLY TRADE. TO SELL THE | th ly a ’ Mt ing communities on Long Island. Owner will 
age- NEW COPCO STEEI “BASEMENT SASH oroughly cover territory by car—commission | consider partnership with capital providing suit- 
am- NE [OPC STEEL ASEMENT SA‘ basis—exclusive territory. Give complete details | able party applies. Apply to Irving Sonnenberg 
ilers AND BUILDERS HARDW ARE LINE. AT- -confidential. Address: National Aluminum Forest Hills, =<. Boulevard 8-4700. 

TRACTIVE COMMISSIONS AND EXCLU- | Mfg. Co., Peoria, Illinois. —ormenoes ee — 4 
— SIVE TERRITORY OFFERED TO A _RE- DEATH | IN FAMIL Y NECESSITATES 
“sata LIABLE PARTY. STATE PAST EXPERI- IMMEDIATE Sale of good profitable Hardware 
tlets ENCE. ADDRESS CONSUMERS PIPE | SALESMAN WANTED BY RESPONSIBLE | Business, clean | staple stock, fine location, low 
oer COMPANY, 14035 GRAND RIVER AVENUE, | MANUFACTURER to sell complete lines of | Overhead, no indebtedness. Established 1920. 
vare DETROIT, MICHIGAN. quality enamelware cooking utensils to hardware — ye ares, — norma ag 

ee Fa eer stores. department stores, house furnishing trade, | Of largest chain grocery stores in Mlorida. Mon 
dis- HAVE YOU ENTREE WITH qHE hard etc. Commission basis. Protected territories. | P55 this up. Write Abbott-Heckes Company, 
pt pes ng ps tne should Pl 4 - Give full information first letter regarding ex- Lakeland, Florida, immediately. = 
cae rang A coe pA om Wisconsin North sone perience and references. State territory worked. FOR SALE PROFITABLE HARDWARE 
— ee ee en. ten ons Gok Coe a = = a en of 5 a sarbn AcE, ph ge rep he oy pee bag reg 
ti : ee 2 ’ 4 t t ty. f interested in .EN CALIFORNIA CITY _ JOCATION. 
_ Po, re Tene, Easeine, Fees. just a side line Don’ T WRITE. We want this | STOCK APPROXIMATELY $15,000. SALES 
‘he Open. gp Pte New D-454. cana ok Meacerae to be your major line. ABOUT $45.000. EIGHTY PER CENT CASH. 

WRITE FOR FURTHER INFORMATION IF 
of Ace. 239 W. 39th St.. N. Y. City. = AR sce a - 

Selsey esictedaienetnandeamaasenmioemtonaree oie sacitaesiapisas INTERESTED. ADDRESS BOX D-482. CARE 
onal MANUFACTURER OF STAPLE HARD. OF HARDWARE AGE, 239 W. 39TH ST.., 
——s WARE LINE wishes to contact experienced m. =. ‘Gere, 

— Hardware salesmen now selling direct to the Kecounks —FIARDWARE MAN, CAPABLE MANAGER, 

Retail Trade in Territories of North and South Wanted BUYER, salesman; twenty years’ experience gen- 

Dakota, Kansas and Nebraska, Ohio and North- sarc 1 li f 
: : 7 , : eral hardware tools, factory, mill supplies, for- 
EPER ern Indiana, Pennsylvania and New York State. merly employed by the largest concerns in the 
S posi- Line repeats well. Liberal commissions paid on OUTSTANDING CANADIAN COMPANY | City of New York; now in business for himself 
oo new and _Tepeat business. ; Exclusive territory. | ESTABLISHED SIXTEEN years. Calling on | for the past ten years in the Metropolitan area; 
. ts, No objection to non-competing side lines. The | Wholesale Hardware, electrical and chain store | excellent rating; references. Wants to get out 

rgest ae man can make this an attractive connection. | trade desires commission or distributors lines for | of the one man proposition and merge with a re 
or- rite fully as to lines handled, experience, ref- | Canada. « Located in Toronto, warehouse facil- | liable source. Offering services and stock equity 
ments, erences, age, territory covered and how often. | ities. National coverage. Address Box D-485. | about $8,500. Open for proposition. Address 
- Address Box 1-474, care of Harnware Ace, 239 | care of Harpware Ace, 239 W. 39th St., N. Y Box D-408. care of Harpware Ace, 239 W 
E, 239 W. 39th St.. N. Y. City. City. 39th St.. N. VY. City. 
NVILL- 
clined. 
ore in 
a The § f th | 
tal. e Otory of the Year after year HARDWARE AGE has led its field 
» also 
cellent ‘a in the volume of classified as well as display adver- 
“= “WANT AD” 
tising published. Q Its classified columns have proven 
MAR. a valuable aid in bringing together buyer and seller. 
e an P ’ P 
Obie, A Business paper’s value as a vehicle for employer and employee. Those who contact the 
F “Want Ads” depends upon how widely and 
am ; - 7 2 3 hardware trade most closely know, from observation 
‘Ad. thoroughly it is read in its field. Q Everv ; ; 
1, 239 P A A ‘ ? and experience. that HARDWARE AGE is most 
, classified advertiser in placing his adver 
tisement in HARDWARE AGE offers spon- widely and thoroughly read bv live hardware men 
ull taneous evidence of his conviction that thir 4 ARDW ARE AGE 
paper is most widely and thoroughly read 
e 
vat paese lap 239 West 39th St., New York City 
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PROFIT—WITH BOTH PRICE AND QUALITY! 


TUDOR MAILTAINER has the —— that build 
rust-resisting 


Sales, Profits, Turnover. Made 
metal in a variety of attractive finishes 
Fulton USsT- 

RESISTING 
DROP - LETTER 
PLATES have all 
the features of 
high priced brass 
plates at the 
price of ordinary 
steel plates. Both 
of these items 
have Appearance 

Durability - 

Low Price — you 
profit fast with 
Fulton plates and 
Tudor Mail- 
tainer! 
Write 
plete 
tion, Prices, 


PATENT NOVELTY COMPANY 
305 Eighth Avenue Fulton, Ilinois 





for Com- 
Informa- 
ete. 














New, prac- 

tical sales help, 

featuring a B.W.H. 

40 year old success. 

6 gleaming Boston 
Nozzles stand at atten- 
tion in modern setting, 
while 6 more nestle in 
storage bin at back. 


The BOSTON 








Sure... recommend Calbar 


CAULK-0-SEAL 


WITH CALBAR PRESSURE GUN 


I recommend Caulk-O-Seal because I've 
learned that it does the best job. It’s super- 
plastic, weatherproof, doesn't stain, chip or 
crack. Altogether it’s the finest caulking 
compound I've ever used. And it’s sure easy to apply when 
you use the trouble-free Calbar Pressure gun. I couldn't 
caulk without it. Caulk-O-Seal comes in Tubes, Cans, Drums 
CARTRIDGES. Black and 12 colors. 


CALBAR 
PAINT & VARNISH CO. 
Mfrs. of Technical Products 
2612-26 N. MARTHA ST. 
PHILADELPHIA, PA. 


Ger" DOMES & SILENCE 


fee se SOFTLY - SMOOTHLY 
SAVE FURNITURE 
& FLOORS-CREATE QUIET 


Silence 
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Name Domes of 
h jenu 


rn eo ne 
Silence 
Glides 


Domes of 


Rubber Cushion 


Bat 


If he is not 


Ask your Jobber 


DOMES of SILENCE Inc., 35 Pearl St. N.Y. C. 


supplied write to 
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The Dash (—) tndieates that the Advertisement Dees Net Appear in This issue 





A 
Abrasive Prod., Inc. ecacee 91 
Accessories Mfg. Co. oseenene Bae 
Acme Steel Company _ 
Alabastine Co. ....... ° —_ 
Aladdin Industries, Inc. ...... — 
Albe Pump Corp. .....sceeees = 
Allen & Co., Inc., 8. L. «+05. — 
Allen Mfg. &o., TRO ccccoccsecsee = 
Allen Mfg. Co., W. D. ..... oo = 
Alliance Mfg. Co. ...cccccccese — 
Altorfer Bros. Co. ........ coer 
American Brass Co. ....... — 
American Cabinet Hdw. Corp —_ 
American Chain & Cable Co., Pas. 99 
American Chain Div. .......... 99 
American Fork & Hoe Co., The.. — 
American Home Products...... — 


Safety Razor Corp.. 

Sponge & Chamois Co., be 
1 Steel & Wire Co. .... 
Thermometer Co. .... 
Thermos Bottle a. 


American 
American 

Inc, 
American 
American 
American 


| & I 


TE 8: 4400.6460546600608 ee 
American Wire Fabrics Corp. ee 
Ames, Baldwin, Wyoming Co.... 
Animal Trap Co. of America.. 
Anker-Holth Mfg. Co. 
Arcade Mfg. Co. cece 
Archer-Daniels- Midland Co." ecce 
Armstrong-Bray & Co. ........ 
Armstrong Bros. Tool Co. .... 
Asco Chemical Co. 
Atkins & Co., E. ©. ...seeeeee 
Atkins & Durbrow, 
Atlas Asbestos Co. .........+- 
Automatic Products Co. 
Automotive Sprinkler Co., 
Autoyre Co. 
Avery Adhesives 
Ayvad Water-Wings, 


Baker McMillen Co., The 99 
Ballonoff Metal Products Co. 
Barrett Co., The 
Barrows Lock Works 
Bartlett Mfg. Co. 
Bassick Co., 7 
Behr-Manning 
Oe Oe Ge nc ass etacens = 
Bernz Co., Inc., Otto........... 
Bethlehem Steel Co. . 
Bissell Carpet Sweeper Co. 
Blaisdell Pencil Co. 
Bommer Spring Hinge Co...... — 
Bond Electric Corp. .......... -- 
Borg-Warner Corp. — 
eC GO scccece ques ees -- 
Boston Woven Hose & Rubber 


, A. 8. (Plastic Wood) 
Boyle Co., A. 8S. (Three-in-one 

CGD ebden den dict saceeue a 
Brearley Co., 
Briggs & Stratton Corp. . 
Brown Corp., W. R....... . - 
Brush-Nu Co ink el = 








BeCieeer eeeeeen 


Ine 


Calbar Paint & Varnish Co. 
Carborundum Co., The...... - - 
Carey Co., The Philip......... 
Carnegie-Illinois Steel C ‘orp. 13 
Carrollton Metal Products Co. 
Carter Products Corp. ........ - 
Casco Products Corp.......... - 
Central Commercial Co. (Sta-So.) - 
Cogent Metal Weather Strip 
pm... Hardware Co., The. - 
Cheney Hammer Corp., Henry.. - 
Ce BOE Gc ccsacceoscecs 
Chicago Roller Skate 
Chicago Spring Hinge Co....... 
Chicago Wheel & Mfg. 
Chisholm-Ryder Co., 
Clark Mfg. Co., J. L 
Clarke Sanding Mch. Co......... 9 
Clayton & Lambert Mfg. Co..... 
ae - 
Cleveland Chain & Mfg. Co., 
Cleveland Wire Spring Co., The 

~~ =r rrr — 
Coburn Trolley Track Co....... 
‘oleman Lamp & Stove Co..... - 
‘ollins Co., 
‘olumbia Steel 
‘olumbian Rope Co,......... ‘nes 
‘onnecticut Valley Mfg. Co..... - 
‘ontinental Screen Co.......... 
‘ontinental Screw Co.......... 
Continental Steel 
See Gs Ee Gis Be ccccncesa 
SOE WEEP Gc cccccencncsss 
Crosley Corp., 
Cross Co., 
Cycle Trades of America, Inc.. 
Cyclone Fence Co 


Laan 


Deter Bs, .Ob..<ccucoes 
Damascus Steel Products 
Dazey Churn & Mfg. Co......... 
De Laval Separator Co., Bocce 
Dempster Mill Mfg. C 
Deniston ©o., The....... 


ee 


DeWitt Operated Hotels....... -- 
Dexter 0. 
Diamond Calk Horseshoe Co. _ 
Dickson Weatherproof Nail Co. - - 
Dietz Co., R. E - 
Disston & Sons, Inc., Henry... — 
Dixon Crucible Co., Joseph. 
Domes of NER. ca cianmee 104 
Draper-Maynard Co., The.... 
du Pont de Nemours & Co., Inc., 
E. I., Rayon Dept., Cellophane 
Div., ” Cellulose Sponge wéeeas 
du Pont de Nemours & Co., Inv, 
E. I., Fabrics and Finishes 
Dept., Chemical Specialties. 


Eagle Lock 
Eagle Mfg. Co. 
Eagle Rule Mfg. 
Eastern Can Co 
Edlund Co. 
Elastic Tip Co., The........ me 
Electrite Fence Co...........+-- 
Electro-Line Fence Company. 
Embury we ee rer 
Emco 
Empire 7 Mig. ia a ceeeas 
Estwing Mfg. 
Evans Products 
BEE hn cc en cccnscncccpes - 
Boverediy Oo., The... ..cceeccces — 






Fate, Root, Heath Co., 
Faultless Caster Corp.........- 
Flexible Steel Lacing ©o....... 
Florence Stove Co..........--+ 
Foley Mfg. Co....--cccsccesess 
Ford Motor Co. 
LD phases bons 600006+06< 79 
Foster Company, 
Pramte MGs. Ce... ..occcccrcce. --- 
Frick-Gallagher Mfg. Co., 
Frigidaire Div. of General Mo- 
tors Sales Corp.. i 


G 


Gale Products .. co . 22 
Galena Oil Corp.....-...-. ' — 
Gardiner Metal Co.......... Le 
Gardner Wire Co..........+..-+ 
Gem Div., American Safety Ra- 

Cee GR. coc eres sbcceecesse 
General Electric Co. (Full Line) 
General Electric Co., Bridgeport, 





Conn., Appliance & Mdse. Dept. 76 
General Electric Co., Lamp Div. 36 
General Motors Sales Se -— 
Gibson Electric Refrigerator Corp. —_ 
Gilbert & Bennett Mfg. Oo...... _ 
Glass Coffee Brewer Corp....... — 
Goodyear Tire & Rubber Co., Inc. 9 
Graham Mfg. Co.......-..+-+. a 
Gray & Dudley Co...... 

Greenfield Tap & Die Corp. . 
Greenlee Tool Co.....-..... 
Griffin Mfg. Co..........-:. 
Griswold Mig. Co. , The. 

H 
Hamlin Metal Prods. Oo.. 
Hammond Paint & Chemica! ; a 
Hanson Scale Co..........-.- - 
Harris Hardware & —_ Co. 

 . See ei 
Haskel Co - 
Hawkins Co. he 
Hazard Insulated Wire Works. — 
Heller & Co., W. C©......4-- - 
Hietier Bros. C0... .scccccces- 
Hibbard, Spencer, Bartlett Co... — 
oe BR Sera _ 
SO A eee eee — 
Hotel Benjamin Franklin....... 88 
Hotel Hollenden .........--- - 
Hoppe, Inc., Frank A....... ; 
Horton Manufacturing OCo...... 

Hoyt & Worthen Tanning Oorp 
2. ere 
Hustler Corp. ....... 

I 
Independent Lock Co. ..... 74 
Indestro Mfg. Corp. ......... 
Indiana Steel & Wire Co...... 
Ingersoll Steel & Disc. Div., Borg- 

WeEMe? COED. cccccceccccess 
International Harvester Co., Inc. 

« * Glue Div., McCormick Sales 
Irwin Auger Bit Co., The. 

J 
Jennings Mfg. Co., The Russell 
Jones & Laughlin Steel Corp. 
Judd Co., Inc., H. L........ , go 
Justrite Mfg. Co. fee 

K 
Keil & Sons, Inc., Francis 
Kelly Axe & Tool Works of 
American Fork & Hoe Co. 


— Div., Nash- Kelvinator 
Keuffel & Esser Co. .....-.. 77 
Kimble Glass Co. is 
eeeee & Gems, Min... caccce 
Knapp-Monarch Co 





K-R-O Company 


HARDWARE AGE 
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The Dash (—) Indleates that the Advertisement Does Net Apocar In This Issue 


L 
Laclede-Christy Clay Prods. Co. 
Lameon & Sessions Co. .......- 
Landers, Frary & Clark ......- 
Laughlin Co., Tho eoce 





Div., Nash- aoe tor 

Om, See caceee 

Libbey. ‘Owens- Ford Glass Co.... 
Lincoln - Schlueter Floor 


le Co., 


M 
a ee epee Co., Inc., Iron 


eDonald Mfg. Co., A. Y...... 
(cKinney Mfg. 
facklanburg- uncan Co........ 
fajestic Company .........+--- 
ee. -Bowman Co. ......--- 
Marble Arms & Mfg. Co........ 
Marlin Firearms Co., The...... 
Marshalltown Trowel Co 
Master Lock Co. 
Master Products Co., The 
Master Rule Mfg. Co.. 
Maze Company, 
Merchandise Mart, ‘The. 
Metal Sponge Sales Corp. 
Cabinet Div. 
Philip Carey Co...........+- 
Mid-States Steel & Wire Co..... 
Milcor Steel 
Miller, Inc., 
Millers Falls 
Monarch Manufacturing Saree 
“ae Enameling & Mfg. Co., 


Kem 








D scdhieanthabwens es 6s ones 
Moore Push Pin Co. 

Morse Twist Drill & Sree Co. 
Moto-Scoot Mfg. 
Motor Wheel Gorn. 


WR). cndccesccsgedscccoene 
Murphy’s Sons Co., Robert..... 
Murray Ohio Mfg. Co., The... 
Myers & Bros. Co., The F. FE. 


N 


Nash-Kelvinator Corp........ 
National Carbon Company, Inc.. 
National Enameling & Stamping 
Tk, . bap bedtadeerceetessecss 
National Lead Co. ..........-..- 
National Mfg. Co. ...........-. 
National Pressure Cooker Co... 
National Screw & Mfg. Co., The 
New Haven Clock Co., The. 
Nicholson File Co.....™....... 
Norcross & Sons, C. S......... 
Norton Abrasives ............ 
Norton Door Closer Co......... 
Norton Lasier Co. ..... tea 


o 


Qhonite Co., The ......... 

Oliver Iron & Steel Corp........ 
Outboard Marine & Mfg. Co..... 
Oxford Tool Co 


Pacific Plastic & eal Co., Ine. 
Puge Seed ee 

Paine Company, The Palace w diesmvare 
Patent Novelty Co. ............ 
Pecora Paint Co. 
Perfection Stove Co. .........+.+. 
Perforated Pad Company ...... 
Peters Cartridge Div. 

Petersen Mfg. Co. 
Pare EGRERE CO. cc ccccccccce 
— Plate Glass Co., Paint 





Pittsburgh Plate Glass Co. 
(Pennvernon Div.) waar 
Pittsburgh Plate Giass Co. 
CEES WOCMER) cccccccccces 
Pittsburgh Steel Co. .......... 
Plumb, Inc., Fayette R......... 
Plymouth Cordage Co. 
Plymouth Rubber Co., Inc...... 
Porcelain Products, Inc. ..... 
Porter, Inc., 
Premax Products ........... 
Prime Mfg. Co., The... 
Proctor Electric Co. 
Progressive Mfg. Co., bes 
Puritan Cordage Mills ..... 


Raucher Manufacturing Co. ... 
Raybestos-Manhattan, Inc. (Ray- 





DOPE FOC OO, a cccvcccccccoces 
Reading Hardware Corp. ...... 
Red Arrow Div., McCormick 

A SR Oe ee ee eee 
Remington Arms Co., Inc. .... 
Republic Steel Corporation ...... 


Republic Steel Corporation (Wire 
Division) 
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Revere Copper & Brass Corp., 

me Mfg. Div 
Reynolds Wire AED 57 
Rich Ladder & Mfg. Co., The.. 
Richards-Wileox Mfg. Co. ...... -- 
Rittenhouse Co., Inc., A. E. ... — 
Rixson, Oscar C., & Co. 


Robertson, Arthur R. ......... 100 
Rochester Sash Balance Co., Inc. — 
Rogers Isinglass & Glue Co..... 105 
BOGS MASET, EMC. occcccvcccess - 


Rome Mfg. Div., 

& Brass Comp. ..cccccccces ~ 
Roper Corp., Geo. D........... - 
Ruby .— 5" > — 
Rugg Co., The - 
— isurdsell “a Ward Bolt & 


Ss 


Sager Lock Works ..........-- 
Samson Cordage Works......... - 
Sand’s Level & Tool Co..... ; 
Sandvik Saw & Tool Corp.. 
Fe ae -- 
Savage Arms Corp. .........- -- 
Schacht Rubber Mfg. Co. ..... -— 
Schalk Chemical Co. .......... - 


Sehats Mig. CO. ..ccccccccves —- 
Schlueter Mfg. Co. ........... 71 
Schollhorn Co., The Wm........ == 
Sentinel Radio Corp. .......... 99 
Shapleigh Hardware Co......... 108 


Sheffield Bronze Powder & Stencil 
are ree ree -- 
Sherman ee: Gis Me seve. = 
Sherwin-Williams Co., The.... 
Signal Electric Mfg. Co. ....... 
Simplex Mfg. Co. 
Simplex Putty Applicator Co. 
Smith, Inc., Landon 
Socony-Vacuum Oil Co., 
Boo 


SoconyVacuum Oil Co., Tavern 
PEED, nN ouc en bc tec reassess 


RPRSRIOTE COPB. 206 ccc cccccvces - 
Speedway Mfg. Co. ........... oe 
Standard Fence Co. .......... 107 
Standard Steel Products Co 98 
Stanley Tools, Div. of the Stan- 
a eee 
Stanley Weems, TOO. .ccicccsccc 63 
Star Heel Plate Co. ......... 
ee ere 


Sta-Tite Snath Co. .......... 
Stearns @& Os., BM. ©O......... - 
Steel Produc ts Mfg. Co. a Sc abince-e R6 
Stevens Arms Co., J 
Stewart Iron Works Co., Ine., 

BE. nus abiee ee eaed eek > 4 94 


Tennessee Coal, Iron & Railroad 


Thomas Products Co. ......... -- 
‘~ By-Products & Chemical 
Tovlcratt : venceso~ sees - 
, * Seer ‘ — 
Townsend Lawn Mower Co., 

MAMMOE B. w ccc cccceces _ 
Townsend, B. W. 
Trico Fuse Mfg. Co. ........... 100 
GEE a -d.cane sandic ose 600 — 
Triplex Screw Co., The........ — 
Tubular Rivet & Stud Co Rata e t.09 - 


GH dens cvacsercecnssscocs 99 


Union Fork & Hoe Co., The.. 

Union Hardware Co. ......... 72 
es CC aaa 13, 107 
oo 8 Serre - 
Utica Drop Forge & Tool Corp. — 


Vv 


Vaughan & Bushnell Mfg. Co. .. — 
Vaughan Novelty Mfg. Co., Inc. 105 
Victor Electric Products, me. = 
Vichek Tool Co., The.......... ~ 


w 


Wabash Appliance Corp. 
Wagner Mfg. Co. 

Wall Rope Works, Inc. 
J O° eee = 
Werree TO CORB. ccc cccccnes - 
Warwood Tool Co. - 

eRe ig BBs x cc cdccece 
Waterbury Rope Co., 
Western Cartridge Co. 
Westfield Mfg. Co 
Westinghouse Electric & Mfg. 
Wie hwire OD nace nkcemsce 70 
Winchester Repeating Arms Co. — 
Wiss & Sons Co., | - 

Wood Shovel & Tool Co. ...... -- 
Wooster Brush Co. ............ 2 
Wright Products Mfg. Co....... R2 
Wright Steel & Wire Co., G. F 

Y 
Yale & Towne Mfg. Co., The 3 





ROTECTION < Js 


No chain store, group buyer or mail order house 
can sell ROGERS Famous Liquid Fish Glue. 
Our policy of selling exclusively through the 
hardware jobber and dealer protects your profits! 


10,000,000 CONSUMER 


DEMAN D completes 


the FOUR best selling helps any 
manufacturer can offer his dealers! 
PRICE, QUALITY, PROTECTION 
AND NATIONAL ADVERTISING! 
. makes it easier for YOU to travel 
the highroad of co- 
operation and more 
profits. 
PHONE YOUR JOBBER FOR DETAULS 
of the two Rogers deals that 
will get you off to a flying 
start behind the power of 
Rogers National consumer 
advertising! 




















ROGERS 
Gloucester, Mass. 















BIGGEST MONEY MAKERS 
Fastest Selling Can Openers 


Vaughan 
Sarety Rout 
DE LUXE 
Automatic 

CAN 
OPENING 
MACHINE 


(Wall Model for 
Home Use) 







World's 
Best 
Can Opener 


You'll tind quick profits in Vaughan’s, Nationally Known 
Line of Can Openers. No. 330—a real leader is the finest 
popular priced STATIONARY Can Opener known. Modern, 
streamlined design. Built to last a lifetime. OPENS ANY 
SIZE OR SHAPE OF CAN WITHOUT ANY CHANGE 
OF PARTS. Quick action disc cutter. Simplest to oper- 
ate sells itself on display. 


The Only Can Opener 
that cuts the top out of 
Square, Round or Oval 
Cans, with ease. Leaves 
a safety rolled edge. 


SAFETY ROL ue. 


TRADE MARK 


Check your stock on this great seller 
Over 50,000,000 sold. The demand in- 
ereases daily. Be sure to feature this 
NATIONALLY ADVERTISED item in 
your fall sales. Write for catalog and 
prices and look at the entire Vaughan 
Line. 





VAUGHAN NOVELTY MFG. CO., INC. 


World's Largest Manufacturer of Can Openers 
3211-25 Carroll Ave. Chicago, Ill., U. S. A. 
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THESE 1939 MAGAZINE 
ADVERTISEMENTS WILL 


Gell Your Customers 


ON THE MANY USES FOR 


PLASTIC WOOD 


It’s Advertised on the Air 
Coast-to-Coast, Too! 


Consistent, well-planned advertising in over.25 leading 
magazines (totalling millions of messages every month) 
—and 162 broadcasts during the year over N.B.C. Red 
Network—these are telling the Plastic Wood story to the 
consumer. Take full advantage of this publicity by dis- 


layi lastic W it’ t ‘ : 
playing Plastic Wood so its easy to see and buy . om FILLER | 



















Plastic Wood is actual wood in putty form—when dry 
it is hard, permanent wood— waterproof, weatherproof, 
greaseproof. It can be planed, sawed, sanded, turned 
ona lathe; holds nails and screws; takes paint, var- 
nish and lacquer perfectly. 


. | 
THE A. S. BOYLE COMPANY | Stock PLASTIC WOOD 
257 Cornelison a ae City, N. J. in both Cans an d 














Handy Tubes. 


BUILDS STEADY SALES and PROFITS 


106 HARDWARE AGE 
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— LAWM FENCE 0 i ri Eo 


r i ie ’ 


SALESMAN 


DOING HIS STUFF; 

















ROBABLY the best lawn fence 

salesman in your community is the 
dog who buries his bones in the neigh- 
bor’s treasured flower beds. Folks who 
have dogs like to keep them in—folks 
who don’t have them like to keep them 
out. Careless children, too, sometimes 
play havoc with neighborhood flowers, 
lawns and shrubs. 

Neighborhood troubles like these 
make live prospects that you can turn 
into profitable customers. How? If a 
customer buys lawn seed, flower seeds 
or plants, it usually means that he 
values his yard enough to buy a few feet 
of fence to protect it. Put a lawn fence 
display card where he’ll see it—it takes 
little space. Arnel put a sample of Jawn 
fence right in with your display of gar- 
den supplies. Show a sample of flower 
bed border next to vour flower seed dis- 
play, too. Many dealers have found that 
these simple reminders build sales. 

And here’s a tip that’s worthwhile. Be 
sure that the sample display is clearly 
marked with the Cyclone Red Tag. 
Cyclone products have a reputation for 
long life and full value—a reputation 
that makes sales easier and quicker for 
you. For you don’t have to argue about 
quality when products bear this mark. 

Ask your jobber today, or write us, 
for our attractive, appealing counter 
card on lawn fence. Then follow our dis- 
play suggestion and watch vour lawn 
fence sales climb. You'll need to check 
your stock, of course. See your jobber 
today and get it lined up for the summer 
months ahead. 


CYCLONE Lawn Fence comes 
in several attractive styles, with 
sturdy gates to match, Avail- 


able in woven or welded con- 





struction. Made with a lus- 
trous, rust-resisting finish that 
adds extra life to the strong 
copper-steel wire. Cyclone “Red 
Tag” Lawn Fence has eye-ap- 
peal that helps you make sales. 





— the mark customers remember when they need steel products. 


STORMSEAL ROOFING 

TENNESEAL ROOFING 

US'S ROCFING & SIDING 
SHEETS 

AMERICAN FENCE 

CYCLONE LAWN FENCE 


GATES and FITTINGS 

AMERICAN BARBED WIRE 

HEX-CEL POULTRY NETTING 
PROTECTOR POULTRY FENCE 
STRAIGHTLINE POULTRY NETTING 
AMERICAN FUR FARM NETTING 


CYCLONE SCREEN CLOTH & 

HARDWARE CLOTH 
CYCLONE BURNER BASKETS 
BLUE BONNET BALE TIES 
NAILS, TACKS and STAPLES 
CLOTHES LINES 


U-S‘S CYCLONE e709" LAWN FENCE and GATES 


SYCLONE FENCE COMPANY, General Offices: Waukegan. Illinois 


Branches in Principal Cities 


STANDARD FENCE COMPANY, Pacific Coast Division, Oakland, California * UNITED STATES STEEL PRODUCTS COMPANY, New York, Export Distributors 


UNTIED SATES OY Pee 
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1843-Suppreia’s MVETY-SIX YEARS OF HONORABLE SERVICE-1939 


no. DEN 50 


é Patented 
DIAMOND EDGE 
Shiver tock 


“Qyaurry Cou Ts” 


(aecisrsrco/ 


.- SEE OUR SALESMAN... 


“DIAMOND EDGE 1S_A QUALITY PLEDGE” 
Shapleigh National Series No. 2265 HARDWARE AGE 











